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WILL DOUBLE 
IN "59 


4 


WL 


No 


+ 


A Tycoon who Chairmans the Board 


Found his profits and personnel soared 


Showing ‘salesmen the way... 


Via TWA... 
To obtain a big TRAVEL AWARD! 


Increased sales pay for prize trips. TWA offers all kinds to fit your may ean meaner 


budget—nearby-resort weekends, coast-to-coast and overseas holidays. 
Send for new TWA Idea Book to help organize your Travel Award Plan. FLY ? wA 
Write: TWA Travel Awards, 380 Madison Avenue, N. Y. 17, N. Y. USA-EUROPE - AFRICA-ASIA 


Equipment, Planning, 
Service and Production 


for the Nation’s Great Shows 


... they're all available to you when you let 

Andrews, Bartlett and Associates handle your next 
show, exposition, sales meeting or public function. 
The nation's largest supply of exposition furnishings 

and decorations to fit all of your needs . . . large or small, 
plus an experience-wise sales, planning and management 
staff ready to organize and service your needs from 
start to finish. 


A phone call or letter will bring you a courteous 
discussion of your problem. 


registration facilities, 
' entrance treatment 


booth equipment and 
complete furnishings 


meeting room equipment 
stage creations, display pieces 


general decorations 
overall planning and production 


the Nation's leading firm in exposition production and furnishings 


Andrews, Bartlett and Associates, Inc. 
1849 West 24th St. - Cleveland 13, Ohio - phone TOwer 1-6045 
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COUNTRY CLUB RESORT | x ? 
INVITES | Sales Meetings 


GROUP MEETINGS 
Accommodations for 185 guests in a CONVENTIONS * EXPOSITIONS «+ TRADE SHOWS 
secluded club-like atmosphere only 15 
miles to Phoenix, 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports. 3740’ Paved Airstrip. Su- 
perb food and well-trained service. Va- 
riety of meeting and conference rooms. CONTENTS 


Sedson: NOVEMBER to MAY MARCH 20, 1959 
THE 


WIGWAM ha seeney ai 


LITCHFIELD PARK 


ARIZONA 


READE WHITWELL «+ Mgr. 
Telephone: WEstport 5-381! 
NATIONAL REPRESENTATIVES: 


GLEN W. FAWCETT, inc. Audio-Visual Techniques 


Los Angeles MAdison 6-7581 

San Francisco YUkon 2-6905 
(Toll free from East Bay ENterprise 1-0450) Say It with Pictures (on 35mm slides) 

Seattle MUtual 2-198! 


ROBERT F. WARNER, INC. Telecast Panel Scores for Buick 


New York MUrray Hill 2-4300 
Chicago RAndolph 6-0625 
Washington REpublic 7-2642 
Boston LAfayette 3-4497 Exhibit Techniques 
EMpire 3-2693 


What Does Your Agency Do at Your Meetings? 


Crown Goes ‘Round in Circles 
Live Acts ‘Sell’ Dodge at Auto Shows 
Reynolds Kicks Off Big Push at Show 


Think This Exhibit Stinks? 


Government Exhibits 


PLEASURE Our Exhibit’s Mission to Moscow 
at the 


Audits Incentive Travel 


DUDE RANCH and COUNTRY CLUB Case Writes $375 Million in Nassau 
OCEAN SPRINGS, MISSISSIPPI 


Western informality and Southera charm Greatest Builder of Dealer Relations 
make this 700-acre resort-ranch ideal for 
group ——- of limited size. Water —— ate 
we riding . . . swimming . . . or Incentive Travel to Double in ‘59 


HEATED POOL : , 
18-HOLE GOLF COURSE Incentive Trends in ‘59 


A QULF HILLS VACATION | . ivi i i i ak into U. S. Market 
RyWtitls VAG in’ tne Mine Incentive Trip Helps Facit Break 
South”. . IDEAL AWARD for sales 
programs! 


Incentive 


— Laundry Driver & Wife Live Like King & Queen 
CLUB PLAN RATES 
ha, to S16 per person including all sports Scott Gives Winners Their Choice 


for full information and color folder 


. Dick & Gladys Waters, 
— 


To Create a Yen to Go—Promote! 


Youngest Salesmen Respond to Travel 
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Can you pack 
more than 
25 YEARS 
of experience 
into 
25 MINUTES 
of reading? 


industrial Th Yes. We have — as a result of 
erases popular demand — just com- 

a set of invaluable ittus- 
Industrial-Theater “First” for A. T. & T. ted manuals touching the 
highspots of exhibit planning 

and point of purchase displays. 


Here are ongrers to your many 

Meeting Techniques setae ig FN 1d ghin Yo. Bu 
choose the booth? . . . 

Any Safety Hazards at Your Meetings? hy god color, 


Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa., WA 3-1788 


Exhibits Instead of Sales Meeting 


Inside Story on a Customer Congress G doe Aediotak Hae 
on your letter head. 


You Tri hip? | 
Have You Tried Gamesmanship JUdson 6-8800 
SPLAY ERSins 


635 West Sath St., New York 19,.N.Y._ 
Sales Force Pays to Attend! Robert Kayton Assec. Inc,, Division of, The Displayerssanc: 


Razzle-Dazzle Meetings for Raw Products? 


Set Your Meeting to Music 


THE 
DESIGNS 


Speaking 


How to Master the Art of Reading Speeches 


Trade Shows HERE... 
TODAY - 


both in prizes won...and clients satisfied! 


Two out of three first 
prizes — have just been won 
Wives by THE DISPLAYERS, Inc., 
in the national design 
Don’t Push Your Wife into a Convention competition sponsored by’ 
the Exhibit Producers 
and Designers Assn., Inc. 


The nation’s exhibit 
industry recognizes our 
selling 
DEPARTMENTS : . » available to you 


..» for the asking. 


Business is Brisk at ‘59 Shows 


Advertisers’ Index 158 Best I’ve Heard 
As the Editors See It 27 Facilities Roundup IsP JUdson o 
635 West 54th St., New York 19, N.Y. 


AUTHORITIES IN PROGRAM PLANNING, 
DESIGN AND CONSTRUCTION OF EXHIBITS 


Audio Visual Clinic 133 Letters 
Meeting and Show News 
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Mayflower sets 
them up...and 
takes ’em down! 


Mayflower Care Saves Costs, 
Gets Your Routed Exhibits 
In Safely ...And On Time! 


Find out more about this worry-free way to handle your 
next “routed” exhibit move. It will be planned to your 
requirements. Only a veteran MAYFLOWER driver is selected 

. . thoroughly trained in proper care of complete exhibits 
... expert in meeting over-the-road schedules . . . resourceful 
enough to cope with any specialized display moving prob- 
lem. Your local MAYFLOWER agent knows the least expen- 
sive way to set it up. Planning ahead saves money, too, so 
why not call him now! 


Ask for “17 Reasons Why” —a practical exhibit guide. 


AERO MAYFLOWER TRANSIT CO., INC. + INDIANAPOLIS, IND. 


Mayflower - Mayflower) 


sit COMPANY 
TRANSTIOS moves ise | )} © WORLD-WIDE MOVERS 
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High, Wide and Handsome!!! 
... that’s how your convention will ride when you meet in Galveston’s magnificent 
Moody Center. Large enough for conventions on a grand scale. Facilities for any kind 
of show or meeting, the ground Exhibit floor boasts a whopping 31,000 square feet. 
Convention hall (above) seats 3,500 at meetings, 2,000 at banquets. Closed circuit 


TV, 4,900 square feet dance floor, complete theatrical facilities, auto ramp — you 
name it, it’s here. 


And best of all, it’s on tropical Galveston Island, facing the beach and flanked 
by the Southwest’s finest beach resort hotels — the 
Galvez and Villa and the Buccaneer. Everything 
‘ee necessary for a successful convention — that’s fun 
C BUCCANEER HOTEL ~ JEM besides. Write today, Sales Department, P. O. Box 59, 
“fli Galveston Island, Texas, for detailed brochure and 

open dates. 


ae 
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Moody Convention Center 


At the heart of Galveston’s beach, immediately next 
to the Buccaneer and Galvez hotels. 
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World’s Newest, Largest, 
Finest Convention-Resort Hotel 


INCOMPARABLE MEETING FACILITIES 
for up to 10,000 people! Private conference rooms for 10 to 100 
convention hall accommodating 6,000. 
SUPERB BANQUET FACILITIES 
for groups up to 4,000! Private dining rooms, formal dining 
room, casual coffee shop for fine food at popular prices. 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 


14 acres of oceanfront luxury—5 cocktail lounges—exclusive shops 
La Ronde Supper Club— Yacht Basin. 


1,000 R . 266 Cab s 180,000 Sq. Ft. Exhibit and 
meeting areas 


1,000 feet oceanfront beach Spacious hospitality suites 
2 Swimming pools, Golf, Tennis Ample undercover parking 
Completion early fall 1969 


ontainebleau 


CABANA, YACHT AND COUNTRY CLUB 


For information write or wire 


NEW YORK OFFICE: CHICAGO OFFICE: 
Circle 5-7800 ANdover 3-4181 
Teletype: N} 1-528 Teletype: CG-829 

‘ BEN NOVACK President 
DUKE STEWART Manager 


WILLIAM BUCKLEY 
Director of Sales 
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ON THE OCEAN AT 44th STREET © MIAMI BEACH FLORIDA 
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Perfect place for a convention: Las Vegas 
—only hours away on Western Airlines! See=-pjm— 


New Las Vegas Convention Center, ready for use Witindbo’s thé Censibartel cial we My betnnen: 
this Spring, has every imaginable facility for your SEATTLE-TACOMA 
next convention. Its main auditorium seats up to PORTLAND 

9500 people. There are 22 meeting rooms varying in SAN FRANCISCO/OAKLAND 
capacity from 20 to 1000 seats, and an exhibit hall RENO 

with 90,000 square feet of floor space, partition- LOS ANGELES 
able with soundproof doors. What a perfect place NGA ee er 

for a convention—in a city famous as the “Enter- PHOENIX 
tainment Capital of America.” Here you'll find SALT LAKE 
hotels famous the world over...the best shows this DENVER 

side of Broadway... fun that goes on 24 hours a MINNEAPOLIS-ST. PAUL 
day. How far away? Just a breeze—on Western’s MERICO CITY 
Champagne Flights, Hunt Breakfast Flights, or 
thrifty Western Airlines Aircoach Flights. 


Let Western Airlines Arrange It. Western’s Con- W - ST Ee R2 N 
vention Bureau can help arrange your convention 
in Las Vegas, or in any of the other convention 


cities listed with map at right. As a free service, Al ' Li Ni ' sy 
the Bureau will provide the information you want 

about meeting facilities throughout the 12 

Western states. Just write Betty West, Convention 

Bureau, 6060 Avion Drive, Los Angeles 45, Calif. 
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GROSSINGER’S HAS EVERYTHING . 


FOR TOOK SUCCESSFUL 
INCENTI\/ACATIONS 


Here you will find a blending of 

Nature’s generosity and man’s ingenuity, forming 
America’s most versatile setting for every type of 
Convention, Sales Meeting, Training Seminar, 
Incentive-Plan Holiday! In this pleasant 

country atmosphere you'll find every modern 
facility necessary for the smooth functioning 

of your party, enhanced by the great advantage 

of having a captive audience. 


FOR INFORMATION, WRITE OR CALL 
RICHARD B. BRAINE 


DIRECTOR OF SALES 
GROSSINGER’S OFFICE 
221 WEST 57TH ST. 
NEW YORK 19, N.Y. 
Phone Circle 7-4915 
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95 miles from New York City, 

in the beautiful Shawangunk Mountains .. . 
conveniently reached from all directions by Car and Bus 
... and by Plane to JENNIE GROSSINGER 
AIRPORT. All sports at all seasons .. . Championship 
18-Hole Golf Course; Tennis and all court games; 
Private Riding Academy and Bridle Trails; Private 
Lake for Boating and Fishing; Hunting in season; 
Olympic Swimming Pool. In Winter, Artificial Skating 
Rink, Toboggan Slide, Skiing. 

Top-drawer Entertainment, Dancing, Social 

Programs; nationally famous cuisine. Most modern 
facilities and complete cooperation in all aspects 

of Meeting Rooms (for 10 to 1000), 

Displays, Exhibits, Movie and Sound 

Equipment, etc. 


GROSSINGER, NEW YORK 


. 
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Via LETTERS TO THE EDITORS 
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to reprint editorial 


The Home Builders Association 
of Virginia publishes a monthly 
——r for members which in- 
cludes contractors and material 
suppliers throughout the state. 

May we have permission to re- 
print your editorial entitled “Is 
This Meeting Really Necessary?” 
which appeared on page 27 of the 
January 16 issue of Sales Meet- 
ings? 

If you will indicate the proper 
credit notation and any other re- 
quirements, we will be glad to 
comply. 

H. Dick Rathbun 
Executive Vice-President 
Home Builders Association 

of Virginia 

Richmond 30, Va. 


wants show-cost figures 


Do you have any figures which 
might show the ratio of expendi- 
tures by industrial concerns on ex- 
positions and trade shows, com- 
pared to their over-all advertising 
budget? 

Miss Florence Bowley, Librarian 
at the American Association of Ad- 
vertising Agencies, thought you 
might have some statistics on this 
and suggested that we write to 
you. 

Thomas L. Jones 
Industry Information Services 
Dairy Industries Supply 
Association, Inc. 
Washington 6, D. C. 


wants proof 


On reading through a copy of 
your magazine on incentive travel, 
we have noted the points made with 
great interest. We consider your 
publication well presented and 
alive. 

However, before we can go fur- 
ther into the possibilities you sug- 
gest, we could certainly use some 
statistics to back up your many 
good arguments for incentive 
travel; case histories, if available, 
would certainly be convincing and 
would assist us greatly. 

We look forward to your kind 
cooperation, and an early reply, 
which would be most appreciated. 

Maxwell Collins 
Sales Promotion Officer 
Stewart Moffat Travel Pty. Ltd. 
Melbourne, Australia 
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hospitality-suite promotion 


We have a problem and think 
that vou and your publication may 
be able to help us out. 

We are particularly interested in 
obtaining material on successful 
promotions of hospitality suites 
during conventions and shows. Be- 
fore our creative staff is asked for 
ideas on this subject, we would 
like to know what other com- 
panies have done to promote the 
hospitality suite as a vehicle of 
good will and sales promotion. 

We will be appreciative of any 
articles or sources of information 
on successful techniques for in- 
creasing attendance at hospitality 
suites during conventions and trade 
shows. 

Richard T. Kass 
Department of Research 

& Marketing 
Klau Van Pietersom Dunlap, Inc. 
Milwaukee 3, Wis. 


bouquet for strike story 


I appreciate your sending me 
the copy of Sales Meetings with 
the strike story in it. (Jan. 16, 1959, 
“What Do You Do When a Strike 
Hits?”) I had already seen it and 
was in the process of writing you 
about it. I have taken the liberty, 
which I hope you will approve, of 
having it reproduced and sent out 
to our 60-odd member bureaus. 

I am saying to them that it is 
one of the finest pieces of public 
relations or publicity for conven- 
tion bureaus of the country that 
has ever been produced. I per- 
sonally thank you for providing 
Sales Meetings as the conveying 
media. 

J. S. Turner 
Secretary Treasurer 
National Association of 

Convention Bureaus 

Cincinatti 2, Ohio 


meetings not obsolete 


A Global Communication Sym- 
posium was held in St. Petersburg 
not long ago. In attendance were 
some 1,000 global communication 
experts from all over the world. 

They talked about tropospheric 
scatter, transistorized circuitry, pa- 
rametric amplifiers, countermeas- 
ures, the weather (which was good) 
and many other weighty topics. 

But what interested me was that 


| 

|" contests 

| go over 
the top 


with 


NORTHEASTS: 
‘SELLORAMA 


NortheastAirlines’ “Sellorama” isa 
complete, tailor-made sales incen- 
tive program. It provides you with 
contest promotion plans; publicity; 
details on: charter flights, group 
travel plan$s, special rates, hotels, 
and tours; An expertly trained 
Northeast Representative will help 
you plan an exciting contest to meet 
your objectives. Best of all—North- 
east serves most of the resort 
areas on the East Coast—the places 
where participants want to go! 

Put your next sales contest over 
the top! Get ‘full ‘‘Sellorama”’ in- 
formation frorh your nearest North- 
east Sales Manager or: write for 
your free Northeast ‘‘Sellorama’’ 
Portfolio. ‘ ' [ 

Traffic and Sales Department, 


1700 “‘K"’ Street, N.W. 
Washington, D.C. 


Radar guided — 


‘MORTHEAS 


AIRLINES 
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Complete 


Trade Shows and 


Conventions ? 


SALES MEETINGS’ Directory of Conventions and 
Trade Shows gives you dates and sites of business 
and professional exhibits and meetings in both 
United States and Canada. 


Ideal reference to trade shows when you want to 
introduce a new product or investigate a new market. 
Lists of events by industry and professional as well 
as by sites and dates. 


Issued quarterly with dates a year or more in ad- 
vance, Directory of Conventions and Trade Shows 
is just $12 a year. This authoritative reference is a 
“must” for every marketing department. 


SALES MEETINGS 
1212 Chestnut St., Philadelphia 7, Pa. 


Enter my subscription for one year to Directory of Con- 


ventions and Trade Shows—$12 per year. 
[_] check enclosed 

Name 

Title 

Company . 

Address 


City 


ul 


DIRECTORY 
CONVENTIONS 


TRADE SHOWS 


Here’s What's in 


and Trade Shows 


® Over 18,000 events each year 


@ Name of each convention and trade 
show ' 


© Schedule of events for each city 


@ Name and Address of Executive in 
charge of mesting or show 


@ Dates long in advance 

@ Hotel headquarters listed for each 
convention 

@ index by industries and professions 

© Events in both U. 5. and Canada 
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LETTERS 


continued 


these global communicators had 
to gather in one tiny spot on the 
globe to do their communicating. 
This was a heartening observation 
which proves to me that Oravisual’s 
business is secure; that no transis- 
tor will ever replace a face-to-face 
pow-wow. 

J. De Jen 
President 
Oravisual Company, Inc. 
St. Petersburg 33, Florida 


themes wanted 


I have the responsibility of stag- 
ing our sales meeting and, believe 
me, your Sales Meetings edition is 
one I look forward to. 

Right now I have a problem. Our 
experience has proven that a meet- 
ing theme is extremely important. 
If it is good, it serves as a complete 
foundation for the development of 
the entire show from start to finish. 
If the theme is good, it has carry- 
over values until the next meeting 
and oftentimes beyond that. 

Developing themes that are ac- 
ceptable, in years gone by, has not 
been too much of a problem. How- 
ever, I am getting to the bottom 
of the barrel and I am wondering 
if your people who develop mate- 
rial for your Sales Meeting publica- 
tion would have access to sugges- 
tions for themes. We have used 
such things as Blueprint for Suc- 
cess, Wide, Wide World, Stars on 
Parade, Round-Up of Stars, New 
Faces, etc. 

If you have any information of 
this nature available I would ap- 
preciate hearing from you. If not, 
it is all right. However, I'd like 
to repeat again that Sales Meet- 
ings’ publication is one that is 
very much appreciated. 

J. E. Mason 
Sales Promotion Manager 
Quaker Oats Company 
Chicago 54, Ill. 


incentive travel interest 


We are interested in obtaining 
reprints of articles on incentive 
travel which appeared in your 
March, 1957, and March, 1958, 
issues. 

Please advise if these are avail- 
able and, if so, at what price. 
Thank you. 

Jack Bradt 
President 
SI Handling Systems, Inc. 
Easton, Pa. 
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YOUR COMPLETE CONVENTION CENTER 


Here's a happy man attending a convention. The day's 
business was wrapped up half an hour ago and he'll be on 
deck in the morning really refreshed and ready to work, after 
relaxing at his favorite sport. If you like to make convention 
business a pleasure, then Sun Valley is for you. 


We'd welcome the opportunity to show you how nicely our 
facilities and activities will fit your convention requirements. 
For free convention folder and the complete story, just write 
Mr. Winston McCrea, Manager, Sun Valley, Idaho (or phone 


Sun Valley 3311). 


MEETING ROOMS 
No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 


Numerous smaller rooms 20 to 50 


BANQUET ROOMS 
No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 
Liquor by the drink available 


per state laws except Sunday 
and designated holidays. 


RATES 


AMERICAN PLAN EUROPEAN PLAN 
LODGE INN 


138 160°." 
$21 819 Finale room 
CAPACITY 


Sleeping accommodations for 500 persons 


RATES ON. 
REQUEST 


OWNED AND OPERATED 
BY UNION PACIFIC RAILROAD 


Le Keine Clgabeth = She Queen Chyabelh 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States. 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits‘to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel. 
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THE QUEEN EHLIZABETH 


MONTREAL, CANADA (aC./N.R. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240, 


THE NEWEST PRESTIGE MEETING SPOT -OF FLORIDA'S WEST COAST! 


sw Colonial Inn 


and the Desert Ranch 


6300 Gulf Biyd., St. Petersburg Beach, Fla. 


OVER 300 


air conditioned twin bedded rooms 
IDEAL FOR 
WORK OR PLAY 


Meeting rooms for up to 600... all 
completely air conditioned . . . tastefully 
furnished rooms . . . efficiencies . . . suites . . . 
delightful meals . . . planned social activities . . . 
two cocktail lounges . . . tropical patios . . . huge 
private beach . . . three swimming pools . . . three golf 
courses nearby . . . fishing . .. swimming . . . putting 
green... baseball . . . jai alai. . . horse and 
dog racing (winter season) 


For information contact 
phone 22-1011 St. Petersburg 
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LATIN AMERICAN or 


# CARIBBEAN 


Feonvein> 


check Hilton first 


Today, more and more execu- 
tives are looking abroad for ef- 
fective meeting sites. They’re 
looking for fine business meet- 
ing facilities where audiences 
will be attentive; unusual 
places for off-hours relaxation; 
luxurious settings for post-con- 
vention tours. Where better 
than the Caribbean or Latin 
American areas? And where 
better than in one of these four 
beautiful Hilton Hotels? 


Get the full convention story on any 
or all of these fine hotels from: Sales 
Division, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, 
N. Y. Telephone MUrray Hill 8-2240 


or et 


- Conrad N. HILTON 
PRESIDENT 
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FOR INSTANCE...On “Convention Isiand"’, San Juan, Puerto Rico 


Canibe Lilten 


SAN JUAN + PUERTO RICO - U.S.A 


Set on a beautifully garden-landscaped peninsula, The Caribe Hilton offers 
complete seclusion for conventioneers, plus facilities for all summer sports and 
other entertainment. 


e 450 air-conditioned rooms ¢ No passport or currency problems 
e Meeting capacity: 10 to 500 e¢ 5% hours from New York, 3% 
¢ Pool, surf bathing and other sports hours from Miami 


AND... more of the finest in flexible convention facilities 


habana hilton 


Meeting rooms for 100 to 1850 
Banquet facilities for 50 to 1300 
Closed circuit TV 
630 air-conditioned rooms, each with 
private balcony 

e Pool and Cabana Club 

e No passport or currency problems 

e Only 4% hours from New York, 55 
minutes from Miami by air, overnight 
by ship from Miami 
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IN GLAMOROUS PANAMA, 

REPUBLIC OF PANAMA 
This past year, some of America’s most 
progressive organizations convened in this 
300 room, air-conditioned hotel. The ex- 
otic atmosphere leads to fresh, imagina- 
tive solutions. Convention facilities serve 
up to 1200. Swimming pool, tennis courts. 


— ee 
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IN THE HEART OF MEXICO CITY 
Everything, including your meetings, ab- 
sorbs the vivid colors of this historic 
metropolis. Meetings from 40 to 350 per- 
sons, and all 400 rooms air-conditioned. 
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INCOMPARABLE 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations — excellent transportation accessibility 
* Flexible meeting and display space arrangements 
* Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
* Guest rooms with modern decor. T.V. * All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


~DINKLER’ PLAZA...ATLANTA, GA. 


____Meeting capacities 25 to 2000 _ 
ed: Banquets to 1500 
‘Dances to 2000 

Guest Rooms § 600 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


DINKLER-JEFFERSON DAVIS...MONTGOME 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 
Meeting capacities 40 to 400 
Banquets to 350 


Dances to 300 
Guest Rooms 400 


DINKLER-ST. CHARLES...NEW ORL 


Write Sales Manager at the hotel of your choice for complete convention brochure. 


Smbel \ of Sa Aanhaping 
inkler 


CARLING DINKLER, SR. ee CARLING DINKLER, JR. 
President HOTELS Exec. V. P. & Gen. Mgr. 
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NEW YORK CITY 


New 48-story Zeckendorf Hotel, 
to be built on Sixth Ave. between 
51st and 52nd Sts., is scheduled to 
open in 1961. It’s the city’s first 
newly-built hotel since the Wal- 
dorf-Astoria opened in 1931. Hotel 
will have 2,000 rooms and exten- 

. sive dining space. Largest dining 
room will seat 3,300. Entire ven- 
ture will cost over $66 million, 
says William Zeckendorf. 


DEARBORN, MICH. 


Two new additions to the Dear- 
born Inn are scheduled for late 
summer occupancy. They will add 
54 guest rooms to the 132 now in 
the Inn and colonial homes. Two- 
story buildings will cost $750,000. 


ATLANTA 


December, 1959 is expected 
opening date of Atlanta Interna- 
tional Coliseftm and adjoining 
Southeastern Merchandise Mart. 
Officials say their 350,000 sq. ft. 
coliseum will be larger than New 
York Coliseum. Air conditioned, 
single-story building will be able 
to accommodate a convention of 
25,000 persons. Adjoining 11-story 
mart will contain approximately 
1,000,000 sq. ft. of office and 
showroom space. Mart and coli- 
seum will be connected by a con- 
course to house a decorative center 
with showroom space for decora- 
tor furniture and accessories. 
Ground breaking is scheduled for 
April. 


MIAMI 


In a bid for convention and 
business meetings, Everglades 
Hotel has undergone a $3.5-mil- 
lion modernization program. Lead- 
ing the list of interior improve- 
ments is an 1,800 seat convention 
hall, largest in the city, say hotel 
officials. Other new features in- 
clude eight meeting rooms, com- 
plete new lobby, two restaurants, 
coffee shop, two bars in the lobby 
area, new entrance and air condi- 
tioning. Two new floors have been 
added to the building. Seventeenth 
floor houses a supper club and 18th 
floor, a swimming pool. 
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‘those fellers 
really know how to 
handilie exhibits!’’ 


> 


¢ Convention 4. || 
HA 


“Yep, I’ve watched thousands of exhibits come and 
go through that door. Been some real “humdingers,” 
too, that must have cost a mint of money. But 
regardless of their cost... plain or fancy, large 

or small... I’ve noticed the United folks give 

that little extra care to every shipment. Must be a 
comfort for any company to know their exhibit 

is in good hands.” 


A comfort... yes. But NOT a luxury. 


More companies every day find that shipping 
their exhibits—uncrated—via United, is the safe, 
economical, “on-time” way to put their show 

on the road. 


Ask your nearby United Van Lines’ Agent 
for complete details. He’s listed under “MOVERS” 
in the Yellow Pages. 


United Van Lines 


a 
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MOVING WITH CARE 


Elerywhere | 


PUT ALL YOUR 
PEOPLE UNDER 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town. . 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


e 1,501 redecorated rooms, 

¢ Radio in every room—TV in many. 

e World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 

e The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 

® Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help i in planning | 


your next convention, phone, wire or write Danny. 


HERMAN 


HERMAN s Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 -Teletype:CG1387 = a em 
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ATLANTA 


Completion of $2.5-million Rivi- 
era of Atlanta motel is slated for 
mid-spring. The 250-room motel 
will be completely air conditioned. 
Meeting rooms will be equipped to 
receive closed-circuit television 
originating outside. It also will 
have its own internal closed-circuit 
TV system plus a public address 
system. 


KANSAS CITY 


Hotel Muehlebach will embark 
on a 300-room, 15-story addition 
aimed at attracting group business, 
Barney L. Allis, president, Trianon 
Hotel Co., announces. Use of Colo- 
nial Room and Grand Ballroom in 
original structure and two contem- 
plated rooms in addition will form 
one huge dining or meeting area 
which could seat 2,500 persons. 
Addition will give the Muehlebach 
about 1,000 rooms. Construction 
is expected to start this year, with 
completion date 18 months away. 


CHICAGO 


New $10-million, 10-story hotel 
on S. Lake Shore is slated for com- 
pletion in mid-1960. In addition 
to 550 rooms, hotel will include 
65 executive suites, conference 
rooms, shops, multiple dining rooms 
and lounges. Completely air-con- 
ditioned unit will feature a heated 
outdoor swimming pool complete 
with cabanas for year-round use. 
Parking for 600 autos will be pro- 


vided below street level. 


TULSA 


Completion of first of two $1- 
million Holiday Inns is scheduled 
for March, according to Dr. C. E. 
McCracken, president, New Turn- 
pike Hotel Co. Each motor hotel 
will consist of 100 rooms and a 
combination dining room-conven- 
tion room to seat 288 for meals and 
425 for meetings. 


PHOENIX 


Plans for a new motel by Merit 
Hotel Group call for a 1,000-seat 
convention hall, cocktail lounge 
and dining area featuring enter- 
tainment. Also included will be 
another dining room, coffee shop, 
garden tea room, square dance 
court, shuffleboard court and a 
pitch-and-putt golf course. 
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A Declaration of 


INN- DEPENDENCE 


An alliance of independently - managed hotels 
where innkeeping is still in keeping 


The real difference in hotels is in the way 


i dently-managed 

le are treated. An indepen “r 
aa caters to individual requirements. All a 
tinguished Hotels are dedicated to the convic- 


tion that hospitality cannot be mass-produced. 


ONE CALL DOES IT ALL! 

ormation about the unique 
tion facilities at any 
of the 


For complete inf 

i en 
meeting and convention: 
Distinguished Hotel, inquire at any 
hotels or service offices listed. 


DISTINGUISHED HOTELS 
NATIONAL 
CONVENTION NETWORK 


NEW YORK Biltmore, Barclay; BOSTON Parker House; 


° 
“ ’ 


oUnGr Drake; ST. LOUIS Chase- 


It 
ten DALLAS Adolphus; OKLAHOMA CITY Skirvin 


; NCISCO Mark Hopkins, 

E CITY Utah; SAN FRANC! 

SALT NarLES Ambassador. Cooperating —— eb 
tion of America: in NEW YORK Roosevelt; jong ord 

re t:; WASHINGTON Mayflower; CHICAGO — a 

cunise Offices: Robert F. bern per — ’ awe 
i Washington, Toronto, $ ~ 

pangs = Diego, Los Angeles, Santa Barbara, San 

Francisco, Portland, Seattle, Vancouver. 

Executive Offices: 


17 E. 45th St., New York 17, MUrray Hill 2-4300. 


Facts 
about the 


COMMODORE 


NEW YORK’S BEST-LOCATED CONVENTION HOTEL 


LOCATION. Convenient, mid-town, heart-of-Manhattan location. Just 
minutes from business, shopping, entertainment centers . . . also 
from Coliseum and Madison Square Garden. Express subways, 
buses, taxis right at the door. 


TRANSPORTATION. Direct entrance from Grand Central Terminal. Air- 
line Terminals and Pennsylvania Station a few blocks away. 
Out-of-traffic special entrance for cars and taxis on Park Avenue 
Ramp, with Motorists’ Registration Desk. 


SERVICE. Experienced, smooth personal service by highly skilled staff, 


efficiency-trained for successful business functions. Telephone MU 6-6000 


Teletype NY 1-2477 
FACILITIES. 35 completely air-conditioned meeting rooms for groups of 
25 to 2500. All restaurants, lobbies, other public rooms, and 
most guest rooms and suites, air-conditioned. 


42ND STREET AND LEXINGTON AVENUE 
New York 17, N. Y. * A Zeckendorf Hotel 
JOHN C. EGAN, Director of Sales 
LOUIS J. FIORA, Convention Manager 


ACCOMMODATIONS. 2000 guest rooms and suites in attractive types 
and price ranges. All are outside rooms and suites. All with 
private bath and radio. Most are air-conditioned and have TV. 


Outstanding Convention Address in the Southwest 


HOTEL ADOLPHUS 


Summary. of Convention and Meeting Facilities 


ROOM FLOOR SEATING DINING 


Grand Ballroom* Lobby — 
Regency Room* Lobby 
Roof Garden 15th 


1,350 
1,000 
500 


Cactus Room 
Danish Room 
North Room 
French Room 
Press Room 
Directors Room 


21st 
15th 
15th 
Lobby 
7th 
7th 


Parlor 
Parlor 
Parlor 
Parlor 
Parlor 
Parlor 
Parlor 


Mezzanine 
Mezzanine 
Mezzanine 
Mezzanine 
Mezzanine 
Mezzanine 
Mezzanine 


682 


*Connecting 


Auto Lift: Via Ramp. Blackboards: Portable. Lecterns: Table and 
Standing types. Complete range of sound and projection equip- 
ment, including public address systems. 


Freep Brown, Director of Sales 
Graoncs H. Smits, Sales Manager 


Completely Air Conditioned 


Connecting Garage for 600 Cars @ 
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HOTEL ADOLPHUS 


H. H. “Anpy” Anpgrson, Managing Director 
TWX DL 511 e 


Dallas 1, Texas 
Phone Riverside 7-6411 
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LAS VEGAS 


New 6,600 sq. ft. convention 
center on the ground of Dunes 
Hotel should be completed before 
April 1, according to hotel officials. 
Building will be integrated into 
present structure and will seat 800 
—— It will contain complete 
acilities for exhibits, conventions 
and public meetings. Electrically 
controlled walls will permit inte- 
rior to be divided into four sepa- 
rate rooms as required. A lighting 
system, stage and electronically 
controlled public address system 
will be featured. 


COLORADO SPRINGS 


Multi-million-dollar addition to 
the Broadmoor Hotel will be started 
this year, announces Charles L. 
Tuttle, president. Plans include an 
exhibition hall to seat more than 
1,200 persons for meetings and 
700 for dining. More than 200 
bedrooms, along with dining fa- 
cilities, will overlook a patio with 
Broadmoor’s fourth swimming pool. 


MONTREAL 


Hotel Corp. of America an- 
nounces construction plans for its 
first unit in Canada. Two-hundred- 
room Charterhouse Motor Hotel 
will include public function and 
meeting room, specialty restaurant 
and coffee shop. Guest rooms will 
be designed for sleeping quarters 
at night and meeting rooms for 
business or family during the day. 
Hotel will be owned by Aura 
Leasehold of Toronto and operated 
by HCA. 


ATLANTIC CITY 


Completion of The President, 
first motor hotel in Atlantic City 
to include a convention hall, is 
scheduled for spring. Two-million- 
dollar, 150-unit motel will rise 
three tiers high along beachfront. 
Convention hall will seat 400 per- 
sons. Hotel will be operated jointly 
with 14-floor President Hotel next 
door. 

La Concha, 135-room multi-mil- 
lion dollar hotel, is being erected 
by Fleetwood Corp., Philadelphia. 
Convention and banquet facilities 
plus cocktail lounge, restaurants, 
specialty shops and a glass domed 
year-round swimming pool will be 
featured. 
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PARADISE 


Phoenix, Arizona 


INN 


IDEAL FOR SALES MEETINGS & CONVENTIONS 


Nestled at the foot of picturesque Camelback 
Mountain, just nine miles from Phoenix, Para- 
dise Inn is the outstanding inn in the Valley of 
the Sun. 


NEW BEAUTIFUL EIGHTEEN HOLE all grass 
GOLF COURSE — watered fairways— walk out from your 
cottage on to the golf course. 


Nine holes designed for the “Coronary golfers”. The other 
nine sportier, even to sinking a putt and driving off the 
side of Camelback Mountain. 


SUPERB FOOD — Breakfast trips and moonlight steak frys 


on the desert over an open fire. 


ALL SPORTS AVAILABLE — putting greens — tennis, rid- 
ing, heated swimming pool, square dancing, sightseeing 
trips. 

The nearest inn to Scottsdale — the 
“WEST’S MOST WESTERN TOWN”, with the most inter- 


esting shops and stores for every occasion. 


PARADISE INN offers warm hospitality and every facility 


for a successful and memorable convention. 


MEETING ROOMS to accommodate various size groups up 
to 500. 


An Oasis of Luxury in the Sun Filled Desert 
OCTOBER 15 to MAY 1 


Write Pat Ryan — 808 N. Michigan, Chicago 
Superior 7-3933 


&___4. The mark of a great convention or sales meeting is its location. And what 


could be more exciting than a convention in Hawaii .. . Tokyo... Florida. . . or Alaska?* Northwest Orient 


Airlines flies to all of these wonderful convention spots—plus many more. A convention in Northwest’s Terri- 
tory will be sure to boost your attendance and please every delegate. They'll have more fun flying there, too. 
On Northwest’s Imperial Service, delightful surprises speed the hours: champagne . . . hors d’oeuvres . . . filet 
mignon. When you're planning your next convention, plan to have it in Northwest’s Territory. Call your travel 


agent or write Northwest Orient Airlines, St. Paul 1, Minnesota for information concerning air transportation, 
hotels and convention facilities. AR: N 0 RTH W F ST 
THE AIRLINE OF IMPERIAL SERVICE 

*They make wonderful sales incentives, too! XY wed Orient Al RLI N bs 
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First Toy Production Show is rescheduled for Nov. 8-10, New 
York Trade Show Building. Seminar on problems common to 
the entire toy manufacturing industry will run concurrently with 
the show. Program will feature speeches on packaging, freight 
and uses of new materials. Exhibits are for suppliers of toy pro- 
duction materials. 


Close to 400 suppliers will exhibit in American Management 
Association’s 28th National Packaging Exposition. Show, which 
is expected to be largest in history, will be held April 13-17 at 
the International Amphitheatre, Chicago. Show in 1958 drew 
35,400 visitors. Association’s National Packaging Conference at 
Palmer House April 13-15 will accompany the show. Registration 
fee will be $2 to enter the show. 


Edward Sandrok, American College of Surgeons, was elected 
president, Professional Convention Management Assn., at a 
recent meeting held in Miami Beach. Other officers elected were: 
first vice-president, John Hollister, American Dental Association; 
second vice-president, Charles L. Baldwin, Medical Society of 
the State of New York; secretary, Gordon Marshall, Gordon 
Marshall Company; and treasurer, William McVay, American 
Academy of General Practice. 


Fifth annual Atomfair will feature 25 Canadian exhibits plus 


French and British exhibits. Fair, to be held April 5-10, Cleve- 
land, will be 100% larger than first in 1955 and 12% larger than 
last year’s. 


All British exhibition of industrial products is scheduled for 
June, 1960, in New York City, announces Federation of British 
Industries, organizers of the show. Comprehensive exhibition, 
first to be held in the United States, will occupy all four floors 
of New York Coliseum. Board of Trade will organize a prestige 
display to complement and lead in to industrial exhibits. Federa- 
tion of British Industries also reports it is negotiating with Red 
China for a British trade fair to be held in Peiping in 1960. 


Highlight of “Canada Week,” April 20-25, will be a Canadian 
trade fair to be held in main ballroom and foyer of Sheraton- 
Plaza Hotel, Boston. This concentration of trade promotional 
activities in an important American market is a “first” for Canada. 
Products to be exhibited will include wood products, processed 
foodstuffs, industrial raw materials, handicraft and gift items, 
sporting and other garments, sporting and musical products, 
pleasure water craft, alcoholic beverages, industrial machinery, 
leather, leather products and furs. Government information 
center will answer questions relating to Canadian trade, industry, 
immigration and customs. 


New president, National Association of Exhibit Managers, is 
Mildred Egeberg Lewis, American Dietetic Association. Other 
officers elected at the recent meeting are: vice president, Joseph 
B. Rucker, Jr., State Fair of Texas; and secretary-treasurer, 
Chester L. Wells, American Society for Metals. 
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Anytime is the 
RIGHT TIME 
to hold your meeting in 


LONG BEACH 


in the heart of 
Southern California! 


Modern conference rooms and 
convention halls to accommo- 
date groups from 60 to 6000 
conveniently. Two outstanding 
exhibit halls offering space for 
over 250 booths. Plenty of ex- 
perienced personnel with the 
on-the-spot know-how to han- 
dle all details. 

Fine hotel facilities adjacent 
to the Municipal Auditorium 
in downtown Long Beach. 


...all this, PLUS — 


After hours swimming, fishing, 
golfing—enjoy all of the “sum- 
mer sports” the year ‘round. 
Visit nearby Hollywood, Ma- 
rineland, world famous Dis- 
neyland, Santa Anita, Holly- 
wood Park ..even Old Mexico. 
How ‘bout it... 

LET’S MEET IN 


LONG BEACH 


For information, write: 
Convention and Visitors Bureau 
Municipal Auditorium, Long Beach, Calif. 


21 


You—if a sales meeting or convention is one of your headaches. 


The San Juan Intercontinental. 


Sunny Puerto Rico, close enough to save time, distant enough to 
be “different.” No passports, inoculations, visas or customs declaration 
needed. Money and postal service same as U.S. 


Unbeatable combination—superb convention facilities (banquet rooms 
accommodate up to 1500; air-conditioned guest rooms and suites) plus 
everything it takes to have a good time (restaurants, bars, pool, 

cabana club and casino plus the smoothest, whitest private beach 

on the entire island)! 


Phone your travel agent or IHC (in New York—STillwell 6-5858, 
in Miami—FRanklin 1-6661). 


The San Juan Intercontinental is just one of 15 
LE: modern Intercontinental Hotels in 11 friendly foreign lands. 
—— All-are supervised to American standards. 


The World’s Largest Group Of International Hotels 
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Outboard Boating Club of America will stage recreational boat- 
ing industry’s first national convention, October, 1960, according 
to Guy W. Hughes, executive director. Trade show with it will 
feature all types of boating equipment. 


Plans are being laid for an international trade mart in Jackson- 
ville, Fla. Mart is to provide facilities for international sales 
offices, space for commercial exhibits and trade shows, and other 
accommodations for foreign traders and shipping interests. 


Show Services, Inc., is newly formed service organization to han- 
dle booth equipment, furniture and decorations at conventions 
and shows. Organization, set up by Howard E. George and Ben 
Lewis, has offices in New York Coliseum. 


Queen Elizabeth Hotel, Montreal, recently inaugurated free 
parking policy without any increase in room rates. This will 
represent a $2 to $3 saving per night for delegates who travel 
by car. No additional charge will be made for pickup and 
delivery. 


First National Wholesale Sporting Goods Show will be held 
Aug. 2-5 in ballroom of Sheraton Hotel, Chicago. More than 100 
exhibitors are expected to display a wide variety of sporting 
goods. 


More than 20,000 are expected to attend Fifth World Petroleum 
Congress Exposition, New York Coliseum, June 1-5. More than 
200 exhibits from United States and foreign countries, among 
them Germany, Sweden, France, Italy, Holland, England and 
Canada, will occupy first two floors of the Coliseum. Third and 
fourth floors will accommodate technical sessions of the World 
Congress which is being held in United States for first time. 


Total of 77 foreign nations have been invited to participate in 
First World Congress of Flight, Las Vegas, April 12-19. Congress 
will combine conferences, forums, indoor and outdoor exhibits, 
air and ground demonstrations, and private meetings concerning 
latest aircraft and supporting equipment. 


Building material dealers have voted four-to-one to open 1959 
National Retail Lumber Dealers Assn. exposition on a week end. 
Dealers feel that Saturday and Sunday are more convenient for 
employes as well as themselves. In accordance with the vote, 
association’s sixth annual Building Products Exposition will open 
Saturday, Nov. 14, in Cleveland. 


National Associated Marine Suppliers, Inc., will hold its first 
Marine Supply & Equipment Show, April 16-17, at Roosevelt 
Hotel, New York City. 


Western Electronic Show and Convention will increase its ex- 
hibit area for 1959 trade show at San Francisco’s Cow Palace, 
Aug. 18-21. Total of 922 booths has been plotted and all avail- 
able display space is expected to be subscribed before April, say 
convention officials. Total of 901 booths was assigned last year. 
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Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage » Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library - 
Play Room, Television, Radio 
and Dancing + Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1959 
TO 1964. 


For infermation write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
er 
Leretta EB. Ziegler, Convention Manager 
~ 
Cligferd RB. Cillam, General Manager 


BIENVENUE a MONTREAL 


Enigma. A city with the charm of old France. An exciting, zestful 
city with a fresh new look. The new Queen Elizabeth Hote/ offers 
FOR MEETINGS 


the very finest in luxury accommodations—every room is 
Canada's scenic lodges and resorts are 


perfect for small or medium sized get-togethers. Great 
for all the outdoor sports, too 


air-conditioned—and is convention equipped. In fact many of 
Montreal's hotels are air-conditioned and equipped to handle 
conventions of all sizes. Together, Montreal's fine hote/s can 


serve conventions involving many thousands of people. FOR POST-CONVENTION TRIPS 


Here's an ideal (yet economical) chance to see a new 
country. Meet new people. Get photographs of magnificent Canada 
you'll be proud to show your friends. 


FOR TRANSPORTATION 


Prop-jet Viscounts are the way to fly and 
only TCA flies Viscounts to Canada. Save time, 
money—arrive refreshed. 


/n fact all of Canada is excellent... 


For information or convention-planning 
assistance ... See your Travel Agent 
or the TCA Sales Manager in your city. 


Queen Elizabeth 


in CHICAGO It’s 


EVERYBODY’S 
MEETING RACE 


. . » because the Sheraton-Blackstone 


ae meets the space, facilities and budget needs 
of every business group! 


Well within your reach, the extensive facilities of 
Chicago’s famous Sheraton-Blackstone Hotel. If you’ve 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 


e 12 function rooms, capacity 18 to 1,000 e Convenient 
Loop location ¢ Helicopter service from airports — 
16 minutes to the Sheraton-Blackstone via Meigs Field 
e Entire hotel air-conditioned for your comfort. 


QHERATON BiacksTONE 


HOTEL 
Home of the famous Cafe Bonaparte 


Michigan Avenue at Balboa + Douglass M. Boone, Gen. Mgr. 
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PREMIERE SEASON 


Break all records for attendance at your next conference...plan to reserve the cosmopolitan 
new LA CONCHA hotel in San Juan! Beautiful, modern, complete in itself... offering 

a combination of convenience, comfort and atmosphere that will be entirely new to you... 
the LA CONCHA will give your meetings new spirit—your delegates new life! You'll 

be away from the ordinary, enjoying the different attractions of a foreign land.. 

yet you can make yourself right at home—in Puerto Rico...U.S.A.! 


EVERYTHING IS HERE FOR YOUR MEETING! 
La Concha offers 300 luxurious guest rooms and suites, 
and cooperating adjacent hotels bring total accommoda- 
tions to over 700 rooms. MEETING ROOMS are flexible, 
spacious, and air-conditioned. FOR BETWEEN-MEETING 
RELAXATION — there is a world of fun...acres of gardens; 
a Cabana Club and pool; outdoor terraces for dining and 
dancing; a convenient Coffee Shop; Bar Marino and rooftop 
cocktail lounge; and — dining, dancing and entertainment 
in Club La Concha...a giant shell set on the ocean’s edge! 
OUR CONVENTION-TRAINED staff will take care of all 
details; assuring you always of complete meeting perfection. 


‘* 
A 


Blake Sweatt, Vice President and Managing Director 
No visas, passports, or vaccinations necessary for U.S. citizens 


Only 6 hours by air from New York (even less with coming jet travel) 
Only 4 hours from Miami 


WILLIAM P. WOLFE ORGANIZATION, Representatives 


500 Fifth Avenue, New York 36 « LO 5-1115 
Boston « Chicago « Cleveland « Miami « Philadelphia « Toronto 
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conventions — trade association shows — commercial and industrial exhibits 


YOU MAKE NEWS WHEN YOU CHOOSE WASHINGTON, D.C. 


— 


_  KquS=== 


An additional 1500 car Excellent Public 
Parking A Address System 
136,000 square as 60,000 : ar se rea es ys 


cy 
IP 

feet of exhibit : y Fy oq pone a % Catering and 

space p ' viohostextonp Restaurant 


upon request E 
i P q Service 


Experienced Easy Drive-In : 
Specially Trained Facilities Complete ae Additional 
Staff . Convention and + = Meeting Rooms and 


bad « 
Quick-to-Reach Convenient for Exhibit Facifities ie Crate Storage 
from Anywhere Trucks and BAC : Space 


in D. C. Heavy Equipment 


F A p IT A l lk Outstanding Facilities Plus Unparalleled Prestige 


Any event becomes more significant when 
on all the advantages offered by the held in the nerve-center and news-center 
of the world. Washington is the perfect 


site, the Armory is the perfect setting. You 
reach and influence the most important 


people, the largest press corps, and foreign 


purchasing agents. The city is unsurpassed 
2 in hotel accommodations, in excellent 

transportation facilities, in things to do 
: and see. As the nation’s capital, it holds 


: : the interest and attention of more people 
showplace of the nation’s capital than any other city. Be a part of Wash- 
ington, where today’s events become 

tomorrow’s headlines. 


for further information and free colorful 
brochure write: Arthur J. Bergman, Manager Largest Exhibit Space in the Nation’s Capital 


NATIONAL GUARD ARMORY + 2001 East Capitol Street, Washington 3, D. C., Phone Lincoln 7-9077 
SALES MEETINGS/Part Il SALES MANAGEMENT 


— ST 


AS THE EDITORS SEE IT 


MARCH 20, 1959 


How's Your PR at Incentive Site? 


Travel as an incentive prize seems destined 
to just grow and grow. It is approaching a point 
of being a standard procedure in some industries 
—appliances, automotive, agricultural machinery. 
A modified incentive travel program is standard 
procedure in the insurance field. 


While many companies seem to be leaping 
into incentive travel programs, not all of them 
probe deeply enough to get full measure for 
their investments. One shortcoming that is in 
evidence is lack of public relations at the incen- 
tive site. 


Your company can offer one of three basic 
images to the people in the area to which your 
group goes: (1) Your organization can appear to 
be a great benefactor to the economy of the 
incentive-site community; (2) your group can 
assume the role of interloper into a community 
to upset status quo; (3) your people can be fair 
game to be “taken” by everyone. 


How people in a distant place—especially 
Overseas—accept your company and its guests, 
can be important to you. If the community is 
primed to be a gracious and considerate host, 
your incentive travelers will have a better time. 


It is a public relations job to let the incentive- 
site community know it is in its own best interest 
to treat your people well. This is no great project. 
It merely requires a little planning. Community 
leaders will aid immeasurably. They will make 
statements for the local press along the lines 
you suggest. They will offer hints on how your 
executives should be quoted in advance. It all 
boils down to a little planning and a few good 
news releases and press contacts. 


This is a mighty small effort in return for a 
community’s goodwill and the better enjoyment 
of your group. (Have we forgotten the goodwill 
for your products, if the incentive-site commu- 
nity offers a market for them?) 


To Get Truth Behind Iron Curtain 


A revolution is about to break out in Russia. 
There’s no civil strife connected with this revolu- 
tion and Khrushchev’s power is not threatened. 
This revolution is on an informational level. 


For the first time, United States will be able 
to talk directly to the Russian people. Our 
American National Exhibition in Moscow is 
more important than many people realize. Not 
since the Russian revolution of 1917 has America 
been able to get an uncensored and unscreened 
fact before the Russian people. 


Now, with our fair in Moscow this summer, 
we not only will meet Russians on the spot but 
have the powerful medium of three-dimensional 
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exhibits and special films to tell our story. 


We believe this event is so important, not only 
is our editor going to cover it personally, but he 
has arranged a tour so that other executives in 
industry can join him. 

Bigger and better missiles will not solve world 
tensions. But truth can. This first “outbreak” of 
truth behind the Iron Curtain may have long- 
range effects, more valuable, perhaps, than a 


bigger bomb. 


Story on what U. S. plans for our Moscow fair 
starts on page 80. With the story is an item on 
how you might accompany our editor on his 
tour of the fair and key Russian cities. 


101 Years of 
Convention Experience 


You can measure years — but it’s not so easy to measure 
imagination. HCA hotels have both — in quantity. 

HCA’s long experience can make your meeting a wonderful 
experience. Not only with perfectly suited accommodations and 
expert service, but with the “‘little things,” that often make a 
big difference. Little things like ash trays being where they ought 
to be... like a podium that doesn’t squeak . . . like seats that fit 
the modern age — and the modern man. At HCA hotels nothing 
is too big or too small to help make your meeting a success. 

And here’s where imagination comes in — for HCA hotels 
not only serve groups — they serve the individuals in the group. 
That means your particular needs get experienced attention — 
never a standardized routine. And it makes a big difference. 

There’s a big difference in HCA hotels, too. Each has a 
unique personality and character that reflects the city in which 
it is located . . . and each is conveniently located for business 
and pleasure. Your meeting will be long remembered in this 
atmosphere of individuality. 

Look into HCA hotels and you’ll book into an HCA hotel. 


HAROLD LAFRENERE 
Vice President and 
National Sales Manager 


EDGEWATER BEACH HOTEL 
Chicago, Illinois 
Famous as a lakefront hotel. 
Convenient for business... yet 
a self-contained resort with pool 
and Cabana Club. 


Phone: LOngbeach 1-6000 
Teletype: CG 2378 


ROBERT G. GOLBACH 
Sales Manager 
HOTEL ROOSEVELT 
New York, N. Y. 


HCA will add the experience and imagination to your meeting 
that will make it more successful. For reservations at any of the 
HCA hotels listed here contact your nearest HCA hotel and 


you'll get prompt experienced attention to every detail of your 


Located on smart Madison meeting. Stay HCA — your meetings will be better that way! 


Avenue, convenient to every- 
where, directly connected to 
Grand Central Station. 


Phone: MUrray Hill 6-9200 
Teletype: NY 1-2924 


Hotel Corporation of America 


A. M. SONNABEND, President 


Complete facilities at these 
motor hotels for business 
and social gatherings in a 
resort atmosphere. Every- 
thing from all-weather air- 
conditioning to the famous 
Rib Rooms are here for 
your enjoyment. 


FRANK HIGNETT JOHN J. TOBIN 
Sales Manager Sales Manager 


SOMERSET HOTEL-HOTEL KENMORE 
Boston, Massachusetts 


CHARTERHOUSE 
MOTOR HOTEL 
24800 Euclid Avenue 

Euclid, Ohio 

In the quiet Back Bay section, close to Boston’s e 

business district and historic sites. CHARTERHOUSE 

Phone: COpley 7-9000 Phone: KEnmore 6-2770 MOTOR HOTEL 

Teletype: BS 71 Teletype: BS 1093 Shirley Highway 


at Edsall Road, Route 350 
Alexandria, Virginia 


ROBERT PFEIFFER 
Sales Manager 
THE MAYFLOWER 
Washington, D. C. 


A “‘Name of International Fame”’ 
in heart of the Nation’s Capital. 


Phone: District 7-3000 
Teletype: WA 359 


Opening 1960 — Royal Orleans Hotel, New Orleans, La. Prec 
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‘Hawaii's newest meeting facilities, the Matson Waikiki Beach Meeting House seats 
1000 in air-conditioned comfort, offers the latest in lighting, public address systems, movie equip- 
ment and display booths. Sound-proofed room dividers provide complete privacy for as many 
as five smaller groups. Banquet or luncheon service, too, is available for up to 850 people. 


The Matson Meeting House is in the Heart of Waikiki, center of sun and fun, just steps away 
from the best surfing beach on the Island, fine restaurants, shops, entertainment centers, theater, 
banks, professional and transportation offices. Close by, too, are the four famous Matson Hotels— 
the Heart of Waikiki. The Princess Kaiulani, SurfRider, 

Moana and Royal Hawaiian Hotels have more than 1,000 
guest rooms plus a wide variety of meeting facilities. 


Matson Navigation Company 
Convention Sales Manager 

215 Market St. « San Francisco 5, Calif. 
Get more from your meeting or convention by plan- 
ning it for Hawaii and Matson now. This coupon 
will quickly bring all details. 


Please rush full details on Matson meeting facilities 
and hotels in Hawaii. 


NAME TITLE 


COMPANY 


ADDRESS 


MATSON HOTELS 
Mr. E. K. Hastings, Vice President 


ZONE STATE 


| 
: 
| 
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Why John Deere chooses 
UNITED AIR LINES for Extra Care 


in giant, dealer airlift 


ONE CENTRAL POINT OF CONTROL ENABLED 
DEERE & COMPANY TO ACCOMPLISH THIS PROGRAM 


When this famous manufacturer of farm implements 
invited dealers—plus the wives of those who had 
exceeded their tractor sales quota—for a tour of the 
company’s factories in Waterloo, Dubuque and Mo- 
line, United Air Lines was chosen because of its ex- 
perience to coordinate the 3-month, nation-wide airlift. 
Over 4000 people had to be transported from all 
over the country. United arranged special chartered 
Mainliner® flights and worked with interline carriers 
to provide complete airlift facilities when required. 


Said Deere & Company, “The contribution made 


AIR LINES 


by United Air Lines to the over-all success of these 
programs has been outstanding, for which we express 
our sincere thanks.” 


In the same way United can help you in arrang- 
ing special meeting or travel programs tailored to fit 
your particular needs— product announcements, con- 
ventions, incentive plans are just a few examples. 


For complete information, call your nearest 
United Air Lines District Sales Manager office. Or 
call or write: J. J. Dierssen, Sales Promotion Man- 
ager, United Air Lines, 36 S. Wabash, Chicago 8, III. 
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Incentive Travel to Double in 


Twice as many salesmen and dealers will be traveling in luxury 


—at company expense—and will be taking their wives along. An 


attempt to modify “dealer loading” programs is new trend. 


IF YOU ARE PLANNING your big- 
gest incentive contest with travel as 
the reward, you are not alone. If you 
are planning to use incentive travel 
for the first time this year, you, too, 
have plenty of company. 

There will be twice as many sales- 
men and dealers junketing in luxury— 
at company expense—as last year. A 
high percentage of companies that 
have not used an incentive travel pro- 
‘gram for years have something in the 
works right now. 


> Plymouth Division, Chrysler Corp., 
just (March 5-9) took 126 top retail 
salesmen and their wives to New 
Orleans on an all expense-paid award 
holiday. “This is the first award trip 
of this type made by Plymouth Divi- 
sion for several years,” explains K. R. 
Porter, director, dealer relations. 
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Sister company, Dodge Division, 
“has been a strong believer and user 
of travel-using incentives for several 
years,” says R. L. Shugg, Jr., sales 
promotion manager. Dodge, along 
with most companies, notes no lack of 
interest in travel after years of its use 
to spur on dealers and salesmen. “We 
find that the lure of travel is getting 
greater as the years go on,” reports 
Shugg, “for the basic reason that once 
a person has gone on a Dodge trip, he 
never quits talking about it, and the 
word spreads.” 

Each company has a special view- 
point that it holds on the size a group 
should be for a good trip. Dodge stays 
away from the big movements. “We 
feel that small groups, such as we had 
in 1958, are better than large groups 
which we have had in the past. 
Reason is that it is easier for the 


factory host to make it a personal, 
friendly trip rather than a large con- 
vention outing,” says Shugg. “Reaction 
of our people seems to have proved 
that this is the right decision for us to 
make.” 

On inclusion of wives, says Shugg: 
“Dodge definitely feels that husband 
and wife trips are the best, as it makes 
the wife feel a little closer to Dodge 
and a little more sympathetic to the 
hours of a salesman husband. 

“Of course, all of our travel awards 
are backed up by merchandise prizes, 
as we try to heat as many winners as 
the budget will allow.” 


> In the appliance field, it has been 
common for incentive contests to be 
staged on the local level by whole- 
salers. Now in the business machine 
field, there is evidence that local-level 


31 


contests work well, too. 

“Out of our recent sales contest 
experience,” reveals Harold B. Clark, 
sales promotion manager, Dictaphone 
Corp., “the most interesting develop- 
ment has been the tremendous popu- 
larity of locally-organized and pro- 
moted sales contests over a two or 
three months’ period. With the 
corporation allotting funds to each of 
our 35 districts across the continent, 
each district manager has developed 
his own contest, detailed rules, elected 
prizes and promoted the contest 
locally. At least in our experience, 
these locally conducted contests seem 
to generate more spirit and real effort 
than those conducted nationally where 
the competition is on vaguer terms 
than it is when salesmen in an indi- 
vidual district are competing among 
themselves and can ‘feel’ the pulse of 
their own progress toward substantial 
prizes.” 


> On the national level, Dictaphone 
has an annual Achievement Club Con- 
test with membership open to those 
who make 100% of annual quota. 
“Integral part of the reward is travel 
to the convention site, which, in gen- 
eral, has been a centrally located 
U.S. city,” Clark reports. Last site was 
French Lick, Ind.; next one is Wash- 
ington, D. C. 

“In other years the site has been 
Miami Beach, Atlantic City, and we 
have experimented with multi-city 
locations (as many as three with the 
club divided),” Clark explains. “After 
this experience, the preference is for 
a single city location.” 

Generally, between 150 and 200 
men quality for membership to Dicta- 
phone's club and go on the incentive 
convention. 


> Another company in the business 
machine field that has used incentive 
travel effectively is Royal McBee 
Corp. 
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“For years our company’s Royal 
Typewriter Division and Data Process- 
ing Divisions have held their sales 
conventions for ‘“quota-busters’ in 
various plush vacation centers, such 
as Greenbrier, Bermuda, Las Vegas, 
etc.,” reports Edward Belsho, public 
relations manager, Royal McBee. “Wc 
consider this to be a very effective 
sales incentive. Percentage qualifying 
for these conventions varies from 30% 
to 45% of the sales force.” 

This use of an incentive convention 
is growing in U.S. More and more 
travel programs are being designed 
into luxury conventions. An incentive 
convention, most common in the in- 
surance field, allows you to reward 
your best producers, stimulate your 
average salesman, and use some of the 
time at the luxury site to make them 
still better salesmen. 

“During 1958 as a special incentive 
in an Operation Upswing contest, 
Royal McBee offered 96 trips to the 
Brussels Worlds Fair and Paris for 
winning salesmen and their wives,” 
reports Belsho. “There is no question 
about the success of this three-month 
sales program.” 


> You can expect to see many con- 
tests this year for parts and services 
sales as well as for basic products. For 
instance, M-E-L Division, Ford Motor 
Co., is repeating its 1958 contest this 
year for dealer parts and service man- 
agers. This “Write Your Own Ticket” 
contest assures that one parts man- 
ager and one service manager out of 
every 20 will win a trip for two. Last 
year the trips were to New York City 
and Nassau. 

Winners were selected on the basis 
of highest percentage of a sales quota. 
This quota was established by the 
district service and parts manager 
with the help of the dealer. Each 
dealer pays $25 to sign up each man 
in the contest. M-E-L. Division adds 
whatever additional cash is necessary 
—after collecting $25 a head for con- 
testants—to pay for promotion and 
trips. 

On this basis of one trip for every 
20 contestants, it means the company 
has $500 of dealer money to apply to 
the cost of each winner’s trip. Under 
this plan, the investment is small for 
the company. 


> As incentive travel plans are un- 
veiled across the nation, it appears 
that few winners’ wives will be left 
behind. In fact, it is difficult to find 
an incentive program with travel as a 
prize that does not include wives 
today. While still few in number, more 
trips this year will include children as 
well as wives. 
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More and more contests for dealers 
are getting away from simply loading 
products onto the dealer this year. 
Manufacturers are devising plans in 
their contests whereby sales as well as 
by dealers earn credit 
toward trips. 

While refinements in incentive con- 
tests are in evidence this year, objec- 
tives are still drawn from the same list 
of aims for any sales organization. 
These objectives are: 

Increase dollar volume 

Stimulate more orders 

Increase sales calls 

Build higher unit sales 

Add customers 

Secure prospects 

Build off-season business 
8. Push slow items 


9. Stimulate balanced selling 


10. Get leads from non-selling 
employes 


11. Introduce new product 

12. Increase use of displays 

13. Stimulate dealer tie-ins 

Stimulate representatives 
Revive dead accounts 
Switch users to your brand 
Improve salesmanship 
Intensify training 

Reduce costs 

Build multiple sales 

Lower salesman turnover 
Recruit new salesmen. 

There are three big reasons twice 
as much incentive travel is predicted 
for this year. First, many companies 
that had plans last year retrenched in 
the face of a receding economy. These 
companies are now reinstating their 
old plans. Second, many smaller com- 
panies are taking a cut from the giants 
and are turning to travel as a big prize 
for their incentive contests. Third, 
travel has proven to be a growing 


magnet for sales enthusiasm. 
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EDWARD M. BECKER, Fed- 
ders sales manager, signs 
agreement with tour and 
airline representatives for 
1959 incentive trip to Italy. 


Biggest and most consistent user 


of incentive travel explains what i 


gets out of its programs and how 


it 


operates them. Fedders Corp. re- 


veals why incentive travel is . . . 


Greatest Builder of Dealer Relations 


By EDWARD M. BECKER 
Sales Manager, Fedders Corp. 


“JOIN FEDDERS and see the world.” 

This has become the slogan of 
thousands of Fedders air-conditioner 
dealers around the country who each 
year participate in the largest travel 
incentive program in the appliance 
business—maybe in all industry. 

Each year for the past eight years 
a load of Fedders dealers and their 
families have placed their luggage 
aboard a plane or boat and traveled 
off to some romantic, glamorous va- 
cation resort. Dealers are treated like 
the kings they are with all sorts of 
activities available to them—with Fed- 
ders picking up the bill. 

Fedders trips have become almost 
a tradition in the industry. Year after 
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year the same faces, as well as new 
ones, turn up. Millions and millions 
of dollars have been spent to make 
our dealers realize that we appreciate 
the efforts that they put behind our 
product. 

What have these trips meant to 
Fedders? Has the expense been justi- 
fied? 

These are questions that are asked 
of us and that we ask ourselves peri- 
odically. 

Probably the best answer is this: 
You can't argue with success. Despite 
competition from appliance industry 
giants, Fedders has consistently main- 
tained number-one position in air 
conditioning. In our 1958 fiscal year, 
Fedders showed an increase in unit 
sales while the industry was behind 
18%. Shipments for the first quarter, 
1959, were 53% ahead of the previous 
first quarter. 


Obviously, no one factor is respon- 
sible for this performance. We have 
to rely on engineering, sales, adver- 
tising, distribution as well as other 
things. However, I must admit, our 
sales incentive program has been a 
contributing element to our success 

Relationship that we have built up 
with our dealers over the years 
through our personal contacts with 
them on the trips 
portant to us and is the program's 


is extremely im- 


major asset. Remember, we are com 
peting for this dealer's loyalty with 
some pretty big names in industry 
Now that we have it, we aren't about 
to let it get away from us. We feel 
that the single most important ele 
ment to maintain this loyalty, besides 
the product itself, is the trip we have 
each vear. 

Certainly, Fedders is not new to 
ineentive travel. We started in 195] 
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and our trips have been made up as 
follows: 


1951 Bermuda 92 peopie 
1952 Nassau 230 people 
1953 Hollywood Beach, 

Fla. 540 people 
1954 Nassau 920 people 
1955 Jamaica 2,500 people 
1956 Dominican 

Republic 4,200 people 
1957 Nassau 5,000 people 
1958 French Riviera 670 people 

Jamaica 3,600 people 


For 1959, we have already an- 
nounced to our distributors that we 
will have two separate trips as we did 
last year. Arrangements have been 
made to take approximately 1,000 of 
our dealers to Italy with stopovers in 
Rome, Naples, Capri and Sorrento. A 
larger group of 3,800 will be taken to 
Acapulco, Mexico. It will be the first 
time that Fedders has gone to either 
of these locations. 

Pan American Airlines will handle 
the Mexico transportation while Alita- 
lia has been selected to carry Fedders 
people to Italy. The European move- 
ment is the largest charter ever con- biggest transatlantic commercial air- As you can see, Fedders has a 
tracted by Alitalia and will be the lift ever conducted. major interest in travel incentives. 

Not only has it steadily grown larger 
(though it has probably hit its peak 
from the standpoint of numbers) but 
travel sites have become more and 
more glamorous. If anything, new 
areas with adequate facilities to han- 
dle our large group, are dwindling. 

Promotion of the annual Fedders 
trip as a family affair and setting up 
the quota system so that a dealer can 
easily take his wife, is one of the 
major reasons for its success year after 
year. 

Some of the appliance industry in- 
centive travel plans are “stags.” It 
doesn’t take long for a wife to begin 
to resent, and suspect, when hubby 
packs up for a week with the boys at 
some plush Caribbean resort. 

Fedders distributors capitalize on 
this. Many of them write directly to 
dealers’ wives to tell them details of 
the trip: location, activities, etc.—all in 
glowing terms. It doesn’t take more 
than one letter for the wife to start 
keeping a pretty close check on how 
many Fedders air conditioners are 
sold each day by her husband. What 
better follow-up can there be than to 
have the dealer’s wife on our side? 

Our figures shows that 93% of 
dealers on the Fedders trip had their 
wives with them in Jamaica last year. 
Some 12% brought at least one child. 


ARMORED TRUCK delivers prize of 500 silver dollars to treasure hunt winners. 


“LOOK, a clue!” Treasure hunt involves 
searching for them in most unlikely spots. 


Personal attention of Fedders fac- 
tory staff also has much to do with 
the continuing success of the incen- 
tive program. In the past, every one 
of our 28 district and regional sales 
managers has made the trip. Sched- 
ules are so arranged that each man 
attends with the dealers from his own 
area. In this way there is always a 
familiar face from the factory that a 
dealer can run to with any problem 
that develops. It also gives our own 
people an opportunity to get together 
socially with their dealers and their 
wives — something that they don’t often 
get around to back home. 

Salvatore Giordano, Fedders presi- 
dent, sets up a grueling schedule for 
himself during trip time. In line with 
his philosophy that everything must 
be personally supervised by the fac- 
tory, he meets with every group on 
the trip. Last year, he flew from New 
York City to Jamaica every Thursday, 
a five hour trip, and then back again 
on Friday. During his brief stay, he 
was able to make a short address to 
the group and probably got to meet 
about 95% of dealers in attendance. 

Since the European trip was run- 
ning at the same time as Jamaica, 
President Giordano arranged to meet 
with each planeload while it was in 
New York City. This personal atten- 
tion has always been shown by our 
president. 

District and regional managers 
squire Giordano around and introduce 
him to as many of their dealers as 
possible. In this way, Giordano gets 


MASQUERADE PARTY creates atmosphere of gaiety and adds to the general fun. 


to hear the thinking of the retailer of 
Fedders merchandise and at the same 
time the individuals meet Giordano. 

The president also gets his picture 
taken with many of the dealers’ fami- 
lies. It’s an impressive memento and 
adds just a little more to the Fedders 
personal touch. 

Entire program is the greatest 
builder of dealer relations ever de- 
vised. At the same time it gives us a 
little more insight as to what our 
dealers are thinking. We also have 
this opportunity to informally talk to 


the dealers about our new line, prices, 
problems, and, of course, competi- 
tion 

The Fedders trip has become so 
popular amongst dealers that it has 


in 
% 


PRESIDENT SALVATORE GIORDANO (third from left) mans umbrellas just in case. 
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become the merchandising highlight 
of the year. There is almost as much 
speculation each season about where 
the next trip will be held as there is 
about our new product line. 

Because of the glamour of the trip 
and its importance in the eyes of the 
dealer, our distributors “use” it in 
many ways. For example, the Fed 
ders distributor usually will set up a 
basic point quota for his dealers so 
that one Fedders air conditioner will 
equal one point toward a ticket to 
Italy. 
early season buying, he may offer 
two points per air conditioner. Or he 
may offer extra points for the pur- 
chase of certain models that are being 
emphasized Thus, the trip becomes 
a merchandising tool for the distribu 
tor 

Individual quotas set up by dis- 
tributors are certainly not prohibitive; 
if they were, we wouldn't be taking 
almost 5,000 people on our trips each 
vear. They are made realistic so that 


However, in order to spur 


even dealers located in low popula- 
tion areas can fulfill their dream of a 
free trip to Europe. 

Manv of our distributors offer deal- 
ers the opportunity to pick up ait 
conditioners direct from the distribu 
tors warehouse only as they need 
them. In this way, the dealer will not 
be overpurchasing just so he can win 
himself a seat on an airplane 

Planning of the Fedders trip begins 
about a year prior to the trip itself 
When the group was enjoying th 
warm sun of the French Riviera last 
September, a Fedders representative 
was taking a special trip to Rome and 
other parts of Italy to see what would 
be available if we were to decide to 
use this country as our incentive trip 
site for 1959—as we finally did decid 

This one perusal is usually enough 
to tell us all we want to know about 
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luxury stay in Bahamas for laundry driver and his wife. 


MAN FRIDAY, or Man Sterling as he was named, was on 
call for any and all assignments suggested by trip winners. 


Small company can give 


prize trip that makes 


winner feel like a mil- 
lionaire, but costs com- 
pany comparatively lit- 


tle for complete program. 


Laundry Driver & Wife 
Live Like King & Queen 


WHO SAYS small companies can’t afford deluxe incentive 
trips for their salesmen? 

Sterling Laundry Company, Washington, D. C., sent top 
salesman Robert O. Belcher and his wife to the Bahamas 
for seven days. As part of their deluxe treatment, they 
were given their own “Man Friday” who stayed with them 
the entire week. He greeted them at the airport and acted 
as guide, servant, instructor and companion. 

Mr. and Mrs. Belcher flew from Washington to Florida 
and then across the short hop to the Bahamas. When they 
arrived at the Grand Bahama Club’s airstrip, they had 
their first glimpse of their Man Friday or “Man Sterling”, 
as they called him. A native, Man Sterling dresses in a red 
fez, white shirt and black “tux” pants and shoes. 

After introducing himself, he collected luggage and 
drove the Belchers to the nearby club to begin their seven 
days of vacation fun. After giving them ample time to 
unpack and rest, Sterling helped them to get into the 
swing of things. 

First on the agenda is a swim in the club pool. Sterling 
stands at the edge of the pool to encourage better 
swimming performance. He succeeds, too. 

When the Belchers climb out of the pool exhausted but 
refreshed after their exercise, Sterling is on hand with cool 
drinks to counteract the warm sun. At dinner he translates 
the menu and recommends native dishes such as conch 
fritters and Bahama chowder. 

After dinner Sterling leaves the Belchers. He advises 
them to go to bed early. “You have to be rested to be in 
shape for tomorrow’s activities,” he explains. 

First thing next morning, Sterling persuades Mr. and 
Mrs. Belcher to try their hand at off-shore fishing. Sterling, 
of course, accompanies them as captain and baiter of the 
fish hooks. Belcher immediately hauls in a three-foot shark 
and later some snapper and yellowtail. His wife, much to 
everyone's surprise, hooks a ten-pound Barracuda and 
ends up with the biggest catch of the day. At dinner they 
are served the snapper Belcher caught earlier. Club 
custom permits vacationers to have their fish specially 
prepared by the chef. 

Next on the agenda, Sterling, in the role of instructor, 
takes the Belchers to the golf course. A beginner at the 
game, Belcher fails to connect with his first swing. Sterling 
says, as any good instructor would in the same situation, 
“Here, try another club.” Golf, needless to say, was not 
the most successful activity of the vacation. But everyone, 
including the instructor, had fun trying. 

Another day, Sterling takes the Belchers for a tour of 
the island. Part of the tour is a short historical sketch of 
all places of interest. He points out past pirate haunts— 


MR. AND MRS. BELCHER sample Sterling’s personal cooling system. 


places with names like Dead Man’s Reef, Set and Be 
Damned, Gold Rock Creek, Eight Mile Rock and Carrion 
Crow Settlement. Belchers enjoy this tour most of all, 
because Sterling knows so many of the off-beat places. 

Later he takes them to West End, a small native village. 
He introduces them to many of the natives and explains 
their ways of life. He also takes Mrs. Belcher to a native 
shop, much to her husband’s chagrin. Here she buys native 
handiwork for her hometown friends—hats and pocket- 
books woven from straw into colorful and flamboyant 
designs. While she is on her spree, Belcher and Sterling 
watch in the background sympathizing with each other 
about their wives’ buying habits. 

During the week Sterling had many more activities 
planned for the Belchers. Vacation time went all too 
quickly for them. And when it was time to leave, their 
week-long friend took them to the airport to see them off. 
The Belchers hated to leave Sterling even more than they 


TWO MEN console each other while Mrs. Belcher goes hat-happy. 


LIKE ALL natives, Sterling is adept at running a boat. 


hated to leave the Bahamas. 

Sound like a fantastic trip? Even more fantastic is the 
price tag attached. Trip—and Sterling—is one of Northeast 
Airline’s “Sellarama Holiday” package tours. Northeast 
handled whole works—including transportation, hotel 


accommodations, food and direct mail campaign for Ster!] 


ing Laundry—for $500. 

Northeast and Sterling Laundry Company set up €0-day 
sales incentive program for laundry drivers. Direct mail 
items such as a bag of Florida sand and a package of 
sun-tan oil added to overall success of contest 

Belcher’s hard hitting saelsmanship netted his company 
a 20% gain in new business in 12 weeks. This topped all 
other salesmen and earned the trip for himself and his wife 

And Sterling’s increase in sales during the contest more 
than covered the cost of the trip. Even more valuable than 
the economic advantage to the company was the goodwill 
generated among salesmen. ® 


MAN FRIDAY arrives with towels for the tired swimmers 


Prod 
¢, 


Incentive Trips Help Facit 
Break into U.S. Market 


Facit, subsidiary of foreign office equipment manufacturer, sees 
six big benefits for its new incentive program. It is going to 
Havana and, theoretically, each of its 600 dealers can win a trip. 


Tells changes it plans after two successful incentive programs. 


By Karl A. Siewert 
President, Facit, Inc. 


FACIT, INC., as American subsidiary 
of a Swedish firm, AB Atvidabergs 
Industrier, one of the world’s largest 
manufacturers in the office equipment 
field, has had to initiate vigorous and 
original advertising, publicity and pro- 
motion programs to attain the recogni- 
tion it has achieved in the United 
States. 

One of our first actions to introduce 
Facit products to United States clients 
was to concentrate directly on dealers 
and distributors. Headquarters were 
established in New York City with 
branch offices in San Francisco and 
Chicago. The 600-odd dealers all over 
the country, who now represent Facit, 
Inc., are serviced by full-time sales 
inspectors stationed at'strategic points. 

Undoubtedly, one of the important 
contributing factors in building up our 
nationwide dealer network to its pres- 
ent strength and solidarity has been 
initiation of our travel incentive pro- 
grams. 

We undertook our first incentive 
travel program in March, 1957. Four 
10-day holiday trips to Sweden, for 


SALES 


the dealer and his wife, plus week-end 
tours to New York City or San Fran- 
cisco and other prizes were awarded 
to the winners. Facit “Olympics,” as 
this contest was called, in addition to 
stimulating sales, was aimed at build- 
ing even closer, stronger ties with 
our dealers by familiarizing them with 
the company ’s entire organization here 
and abroad. 

This contest was judged on a 
month-to-month basis, with individ- 
uals’ sales quotas measured against 
past performance and improvement 
records, general buying power po- 
tential for each area covered and 
other criteria. 

All dealers or distributors, regard- 
less of size or territory, had an equal 
chance to win. Contest rules placed 
entrants into three separate divisions; 
larger volume dealers competed with 
others of the same size, and smaller 
firms with those in their class. In 
effect, this represented three contests 
in one, with a group of prize winners 
in each category. 

To make the Olympics even more 
interesting and exciting, Facit awarded 
first, second and third prizes at the 
contest’s half-way mark in June to 
leaders in all three categories. It cov- 


ered the first three months of the 
event, based on sales results tallied 
to that point. 

To further sustain interest, follow- 
ing initial enthusiasm of the official 
announcement, special monthly “gold 
medal” plaques were awarded to lead- 
ing dealers or distributors in each of 
the three divisions for outstanding 
sales performances scored during the 
month just completed. 

Facit Olympics proved so success- 
ful and received such acclaim from our 
dealers, it was not a difficult decision 
to determine that we would follow up 
with another travel incentive program. 

Our second travel incentive pro- 
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gram, Facit “Space Race,” ran from 
March, 1958, through August and of- 
fered Facit dealers the opportunity 
to win one of 24 all expense paid, six- 
day trips to Mexico City. This con- 
test, unlike the “Olympics” which was 
based on wholesale sales, was rated 
on retail sales achievements during the 
six months’ period. It used the timely 
theme of space travel and rockets as 
guideposts in scoring. 

According to contest rules in the 
Space Race competition, in which the 
country was divided into separate sec- 
tions, participating dealers competed 
with others within their own region, 
to insure equal opportunity for all, 
including four “launching” areas in 
the East and two in the West. Three 
grand prize winners were selected 
from each territory for sales scores 
above prescribed “space” quota, as 
well as one for greatest sales volume 

While in Mexico City, winners 
visited the newly established sales and 
executive offices of Facit’s Central 
American Company. Winners also at- 
tended special series of classes on 
selling techniques. 

After analysis of our first two in- 
centive programs, we were convinced 
that travel programs were ideally 
suited for our organization. 

So, the company initiated its third 
program, Facit “Havana-Rama.” In 
organizing the new contest, we de- 
cided that the structure of the pro 
gram should be changed—former rules 
altered. To the provocative question: 
Why change a good thing? Facit has 


a simple answer: You change a good 
thing to make it even better—varia- 
tion can never hurt! 

Under the new Havana-Rama rules, 
participating dealers merely have to 
reach their designated quota to win a 
six-day, all-expense-paid holiday in 
Havana. Previously, as you probably 
noted, contest winners were selected 
on the basis of highest sales record— 
sales over quota. In addition, we com- 
bined the tallying system to include 
purchases from Facit, Inc., (whole- 
sale) and by selling products to cus- 
tomers (retail). In the Olympics con- 
test, credit was given only for whole- 
sale sales. 

Mechanically, the current Havana- 
Rama program is based on a point- 
value system. Certain point values are 
ascribed to each product in Facit’s 
office equipment line. For example, a 
Facit typewriter may have a point 
value of 16, while another model of 
Facit typewriter may have a point 
value of only 10; an Odhner adding 
machine, a point value of six; and a 
Facit calculator, a point value of 
eight. 

Total of points averages to about 
the net value of the product. Retail 
point values are higher in proportion, 
because more emphasis is desired at 
this level. On particular models, where 
additional sales are desired, an extra 
point bonus is tagged on. 


In addition to supplying each par- 
ticipant with complete rules, promo- 
tion literature, brochures and other 
helpful materials, we give each man 


KARL A. SIEWERT, Facit president (right), and Albert J. Ackley, advertising 
manager, discuss how dealers can use tally chart to keep individual scores. 
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GEORGE W. HAAG, general sales man- 
ager, launches “Facit Space Race” pro- 
gram. Winners topped “space” quota. 


an especially prepared tally chart to 
keep a running record of his progress 
In this wavy, when a dealer sees that 
he has fallen behind in any month, he 
can exert more effort in the next pe 
riod to make up the deficiency. 

Since Havana-Rama has been only 
in effect since Feb. 1 (running six 
months through July 31), one can- 
not say ‘ipso facto” that all our objec- 
tives have been attained. However, 
it is possible to preview several of 
the benefits that we do believe will 
evolve from the new contest struc- 
ture. These include: 


1. Psychological: The participant, 
under the new rules of the contest, 
competes only with his own selling 
ability—does not have to compete 
against “fast starters”. All he has to 
do is reach his quota. 


2. Equality: By the very nature of 
the new system, it is now theoretically 
possible for all of Facit’s 600 dealers 
to win. This, in turn, creates another 
benefit: 


3. Publicity and Advertising: Unique 
possibility that all dealers may win 
provides Facit with powerful interest- 
arousing copy. It has already added 
considerable impact to our official an- 
nouncement and publicity program. 

4. Sustained-Interest: Since the 
dealer will be keeping his own record 


on the tally chart provided by the 
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Accomplish More...Enjoy More—at the 
New, Convention-Perfect Diplomat! 


A COMPLETE CONVENTION WORLD-IN-ITSELF...on its 
own 400-acre estate bordered by the blue Atlantic...the 
magnificent new Diplomat Hotel and Country Club offers every 
business and pleasure facility imaginable for meetings of from 10 to 1,000. 
For your conference: a wide choice of flexible, air-conditioned meeting 
rooms; 550 luxurious guest rooms; your own Country Club with 4 tennis courts, 
(Fred Perry, pro), and a challenging, 18-hole tournament golf course 
(Cary Middlecoff, pro); 4 swimming pools; 1,000-foot private beach; 
yacht basin with deep-sea fishing boats; top entertainment; and the 
finest food— served in 6 dining areas! All this just minutes from Gulfstream 
race track, Jai Alai, greyhound racing, and all sightseeing spots. 


SPECIAL FACILITIES: Hi-Fi Audio Equipment / Exhibit Areas / 
Theater Lighting Equipment / Print Shop / All Meeting “Props” 
Expert Service Crew / Projectors and Screens / Decorations / 
Shopping Promenade / Cabana Club / Steam Rooms and 
Solaria / Complete, Convention-trained Staff. 


THE [|] PLOMAT eevee: 


HOTEL AND COUNTRY CLUB 


Write today for color brochure and complete information! 
IRVING TILLIS, Director of Sales « GEORGE E. FOX, Generali Manager 


THE DIPLOMAT / HOLLYWOOD-BY-THE-SEA / FLORIDA 


For complete information write or wire: LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 North Michigan Avenue « 
MOhawk 4-5100 . . . Teletype: CG 1264 / New York City: 65 West 54th Street « JUdson 6-1575 (Open Sundays)... . 
Teletype: NY 1-425 / Washington, D. C.: 1145 19th Street, N.W. © EXecutive 3-6481 . . Teletype: WA 279 
Detroit: 1701 Cass Avenue « WOodward 2-2700 . . . Teletype: DE 1480 
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company, he will undoubtedly refer 
to it many times to “see where he 
stands.” This chart will serve as a 
constant visual stimulus and help to 
sustain his interest throughout the 
contest period. 


5. Merchandise: Under the new 
point-value system, it is possible to 
give sales emphasis to merchandise 
that Facit, Inc., desires most to mar- 
ket (higher points to higher-priced 
merchandise and higher points to re- 
tail sales, since this is the present area 
which the company wishes to empha- 
size). 


6. Sales Discussions: After previous 
contests we found that winning deal- 
ers appreciate the chance to infor- 
mally exchange sales ideas and tech- 
niques. Since it is likely that the num- 
ber of winners will be larger this time 
than in previous contests, we shall 
be able to present new products and 
programs to a larger group and, at the 
same tinie, constructively discuss deal- 
ers’ suggestions. 

Improvement and refinement of 
previous travel incentive programs is 
almost as challenging to a company 
as initiating its first program. Each 
new contest generates its own unique 
character. Accepting the challenge to 
improve, “changing a good thing to 
make it better,” almost always means 
progress, more profits and greater 
satisfaction. Equally important, con- 
stant challenge to improve keeps the 
company and its management alert 
and responsive to contemporary busi- 
ness and consumer needs. 

And speaking of challenges, we had 
just completed final developments of 
our Havana-Rama program, when the 
Cuban revolution made _ headline 
news. 

Havana was selected as “incentive 
city” in our Havana-Rama contest for 
a number of easily determined rea- 
sons: It conjures up visions of glamour 
and excitement; it has a sun-drenched 
climate; it is gay and colorful. And it 
is close to the United States and 
transportation presents no complex 
problems. 

Since our present program has been 
designed to culminate in trips to Ha- 


For a List of Events 
Want dates and places for all 
conventions and trade shows in 


U. S. and Canada? See page 10. 


vana, naturally we have been closely 
following developments in Cuba. Ac- 
cording to all reports we have re- 
ceived, including those of our pro- 
gram agent, The E. F. MacDonald 
Company, the new Cuban govern- 
ment has already announced its eager- 
ness to receive visitors and tourists in 
its traditionally hospitable way. 

It is reported that almost no further 
overt civil strife exists in the capital 
city, and that Havana is very quickly 
“normalizing” all of its activities. We 


This time 


at Facit feel quite confident that the 
country will be peacefully settled by 
the time the contest period is over. 

We shall, of course, immediately 
alter our destination plans, should 
Cuba in any way prove to be unstable 
or dangerous, during or at the end 
of the contest period. 

As I see it, Havana-Rama should 
prove to be Facit’s most successful 
travel incentive contest of them all. 
And I am equally convinced that ow 
next program will be even better. 


Meet amidst splendor 


IN PICTURESQUE SANTA FE 


Meet at the center of the “most interest- 
ing hundred mile square in America” and 
enjoy the matchless accommodations of 
one of the world’s most charming hotels, 


La Fonda provides a unique background 


for memorable meetings. Meeting rooms, 
banquet facilities, ideal year ‘round cli- 
mate. Available for meetings of up to 300 
from after Labor Day to June 30, for 


smaller conferences year ‘round. 


IN DRAMATIC DEATH VALLEY 


Meet in the midst of scenic wonders—in 
an atmosphere both relaxed and luxuri- 
ous. Unsurpassed recreational facilities, 
including swimming pool, tennis courts, 
nine-hole golf course, horseback riding 


and sightseeing trips. Furnace Creek Inn 
can accommodate groups up to 175 dur- 
ing November, December and January. 


Smaller conferences November 1 to 


May l. 


DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 


La Fonda, Santa Fe, N. M. Ac- 
commodations for groups up to 300 
after Labor Day to June 30. Write Los 
Manager, W. W. Wallace. Phone: YUcca 
2-5511, Teletype: SANTA FE, N. M. El Tover 
5861. Lodge, 
Alvarado Hotel, Albuquerque, 
N. M. Accommodations for groups up 
to 150 all year. Write Manager, Ray- 

mond W. illiams, Phone 


CHapel Phone: 
7-0711, Teletype: AQ 62. 


Furnace Creek Inn, Death Valley Or Contact: 


National Monument, California. 


ous te a for groups up to 175 
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. Write Manager, Teletype: 


Fred W. Witteborg, or 
Reservations Office, 530 W. 6th Street, 
Angeles 
MAdison 7-8048, Teletype: LA 1465 
Hotel, 
Grand Canyon National 
Park, Arizona, Accommodations for 
groups up to 200 October 1 to April 
30. Write Grand Canyon Reserv. Office. 
Grand Canyon 181, Teletype: 
GRAND CANYON ARIZ 3723. 
Monte S. Gordon, Fred 
Harvey, 530 W 
geles, Calif. Phone: 
LA 1465. 


Fred Harvey 
14, California. Phone: 


Bright Angel 


. 6th Street, Los An- 
MAdison 7-8048, 


Scott Gives Winners Their Choice 


First incentive travel program for Scott Paper offers winners 


first-class travel tickets plus expense money. Winners have 


choice of areas, hotels, sightseeing and entertainment. Contest 


helped Scott rack up record sales for final quarter of ‘58. 


MASS TRANSPORTATION prob- 
lems do not have to be a part of a 
successful incentive travel award cam- 
paign. Scott Paper Company, Chester, 
Pa., found that individual treatment 
can make travel awards especially at- 
tractive. 

Marking the first time travel in- 
centives have been offered Scott’s re- 
tail sales organization, “Holiday Car- 
nival Contest” helped to rack up rec- 
ord sales for the final quarter of 1958. 

With specific sales objectives in 
mind, Scott sought a flexible format 
of prizes for its nationwide sales or- 
ganization. Ideas solicited from a 


42 


number of different men in the field 
helped to develop contest rules; only 


then were prizes discussed. 

Everything pointed to travel as the 
appropriate incentive. The contest 
permitted winners to choose their 
own trip featuring skiing or swim- 
ming, and offered resorts in both east- 
ern and western parts of the country. 
Scott’s program had universal appeal 
and enabled. specific budgeting of 
costs. 

After the contest was firmed up, 
Scott called in Travel Consultants, 
Inc., to help to publicize the contest 
within the sales organization. Pro- 
motion plans for the diversified trips 
presented problems which would have 
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Cornucn hin Cbocnter 
March 34; AISI 
Sus Boyt, bevada 
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To date 17 national organizations and dozens of regional groups with more 
than 100,000 delegates have already confirmed ... . this is concrete proof 
the versatile Las Vegas Convention Center offers complete facilities for all 


types of organizations. A cross section of conventions include: 


WORLD CONGRESS OF FLIGHT ° AMERICAN MINING CONGRESS 
NATIONAL COUNCIL OF CATHOLIC WOMEN © OPTIMIST INTERNATIONAL 
NATIONAL ELECTRICAL CONTRACTORS ASSOC. © NATIONAL HORSE SHOW 
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LAS VEGAS CONVENTION CENTER 


For additional information, contact Desmond Kelly, Convention Manager, 


Las Vegas Convention Center 
1030 South 3rd Street 
Las Vegas, Nevada 


A whole new world 


for your 


convention 


ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations... 
to seat any size meeting from 24 to 1600! 
Monitored air-conditioning 
Modern lighting and sound equipment 


Outstanding cuisine. 

served from an ultra-modern kitchen, 
strategically placed to serve every 

banquet with maximum expediency 
Underground parking garage 

Yacht anchorage on protected Indian Creek 


30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


Three delightfully different 
dining rooms to suit your every mood 


Informal gaiety and dancing in 
Harry's American Bar — Garden Cafe 


Fabulous entertainment nightly 


th lleled Cafe P. i 
ee eee POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 


people. Four tiers assure all in attendance perfect view of the speaker's table. 


BILL POLLARD, Director of Sales 


JEAN S. SUITS, Managing Director 


SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 


| | voce a i hd 
M°CRAW-HILL BOOK COMPAN) | 

Nw WORE vr f 

A CHIEAOCO 


Le 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting rooms. 


New York: LOngacre 55-6225 «+ Chicago: WHitehall 4-7568 
OCEANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 
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taken many hours without the help 
of outside travel ~specialists. Takin 
advantage of the unique person 

appeal through which winners could 
select their own trips and departure 
dates, Travel Consultants, Inc., pre- 


pared a series of individualized mail- cs 


ings. 

Six different mailing pieces were 
serit to the home of each Scott sales- 
man, district manager and division 
manager. Different prize trips avail- 
able at each level were distinctively 
featured, including attractions for 
wives who were included in all trips. 

Highlight of the promotional series 
was a personalized itinerary brochure 
colorfully bound in acetate and mailed 
in a gay envelope that no wife could 
resist opening. Each salesman’s name 
was on the cover sheet, with a mes- 
age from Paul Brown, Scott retail 
sales director, to emphasize that these 
itineraries had been especially pre- 
pared for him. 

Itineraries were developed for Ha- 
waii, Sun Valley and Palm Springs in 
the Western divisions, Miami, Quebec 
and Jamaica for the others. 

Nearly 300 suggested itinerary bro- 
chures for internal publicity purposes 
were prepared with both the sand- 
and-surf and ski-and-snow trips in- 
cluded for the particular division in 
which the recipient lived. 

The two district managers who 
placed first went to Jamaica or Ha- 
waii; second place winners chose the 
same trips offered to salesmen and 
assistant district managers. Top prize 
for the two winning divisional man- 
agers was one week anywhere on the 
North American Continent or off-shore 
islands. 

One unusual stimulant created by 
T.C.I. was a miniature airline bag 
packed with travel brochures and 
simulated tickets. Mailed unwrapped 
with a big address tag declaring “Your 
Holiday Carnival Ticket Enclosed,” it 
became a topic of conversation 
throughout the company. 

Three other personalized mailings 
led up to a giant calendar with the 
final 18 days of the contest circled. 
Fresh, unusual approach captured the 
imagination of everyone, according to 
Scott sales executives. 

Another touch of individuality Scott 
built into its program was the pro- 
vision for expense money in lieu of 
planned entertainment. First-class 
transportation tickets were provided. 
Winners had a choice of hotel, sight- 
seeing and other activities. 

Expense money arrangement al- 
lowed winners to do just what they 
enjoy. And, by permitting winners to 
travel at the convenience of their 
family and the company, personal 
problems were avoided. 
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Rules for the-Scott contest were as 
flexibly tailored to needs as the trips. 
Basis for the awards was both the 
highest case sales increase over an 
established base, and highest per cent 
of sales increase over the base. Iden- 
tical first place awards were estab- 
lished in both categories; salesmen 
and assistant district managers who 
finished second received stated sums 
of “vacation money” only: 

Budgeting was quite simple for 
such a wide variety of trip awards. 
Scott devised each trip so that costs 
were approximately the same in each 
part of the country. By offering re- 
sorts in both East and West, travel 


expenses were both reduced and con- 
trolled. 

In terms of internal publicity and 
promotion among salesmen, Scott 
found that the services of incentive 
travel specialists relieved its own pro- 
motion staff of many problems in- 
curred by unusual, one-time projects. 
This service was complete to the 
point of an illustrated brochure to 
announce winners and standings in 
each district and division. 

Scott Paper’s Holiday Carnival 
turned what could have been a travel 
agent’s nightmare into a well-organ- 
ized campaign featuring the personal 
element—alwavys effective. ® 


1 |. MOST EXCITING CONVENTION 
ngltS. AREA IN THE WORLD...! 


Plan your convention for the one area in the world that has every- 
thing. Make Hawaii the prize of your sales incentive program 
For here are flawless climate, scenic beauty, and every conceivable 
facility for fun and down-to-earth business. 

There are convention halls and rooms of rare beauty and effi- 
ciency. Exotic food to sample, and no other resort area in America 
offers such reasonable rates. 


For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one of the western states, schedule a post-convention tour to these 


enchanting islands 


For more information about the world’s most exciting convention 


area, write or wire: 


HAWAII VISITORS BUREAU 


2051 Kalakaua Ave., Honolulu, Hawaii 


618 Wrigley Bidg., Chicago, Illinois 


212 Stockton St., San Francisco, California 


CASE MACHINES exhibited in cleared forest area adjoining hotel. Five-acre arena was complete with grandstand. 


Case Writes $375 Million in Nassau 


Dealers on incentive trip order almost 50% more tractors and 


machinery than company sold all last year. Incentive travel is 


company’s major marketing tool. Mystery trip planned for ‘59. 


RECENT J. I. Case junket to Nassau 
had as many facets as a well cut dia- 
mond. It was an incentive award fon 
quota-reaching Case dealers and a 
reward for their hard working sales- 
men. Trip gave new and part-time 
Case dealers a “peek” at the advan- 
tages of the Case franchise and gave 
hard-headed New York financiers and 
stock brokers a first-hand look at how 
investors’ money is being spent — far 
from the hustle and bustle of Wall 
Street. Officials of the rejuvenated 
Racine, Wis.-based manufacturer of 
farm and earth moving equipment 
didn’t stop there! 

Daily business sessions gave Case 
officials a chance to review 1958 and 
to plug for greater dealer cooperation 
in 1959 in the relaxing atmosphere of 
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sunny Nassau. Most important of all, 
open-air unveiling of Case’s new line 
of farm and earth-moving equipment 
resulted in advance orders of $350 
million—enabling Case to schedule its 


1959 production with pinpoint accu- 
racy. 

Like an experienced diamond cut- 
ter, Assistant to the President Cole 
Morrow relied heavily on minutely 
detailed plans. A confirmed do-it- 
vourselfer, Morrow arranged for the 
biggest civilian airlift in history to 
transport 6,000 dealers and wives and 
others to the Emerald Beach Hotel in 
Nassau for a five-day stay. Groups of 
500 each were flown in and out with 
clock-work precision from Nov. 18 to 
Jan. 20 — with a break for the Christ- 
mas holidays. 

To ease travel problems within the 
U.S., Morrow arranged for 46 de- 
parture cities. United Air Lines, 
which handled 60% of the load, sent 
its own ground crews to Nassau to 
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IN DOWNTOWN MIAMI... 


CONVENTION 
FACILITIES 


“> 


VACATION 
FACILITIES 


PAT (dep rans BOTH! 


NOW — The Perfect Convention Hotel! . . . a-glisten with 
$3,500,000 worth of sparkling improvements and additions. 


Wonderful between-meetings play, superlative convention 
facilities . . . all in the convenient, business-like atmosphere 
of downtown Miami, right on U.S. 1. 


ne panelte 


PAH! 


OVERLOOKING BISCAYNE BAY 


Largest Auditorium in any 
Miami Hotel...Capacity 2000 


Pius 10 other meeting rooms, 


accommodating 25 to 600 each. 


* 4 RESTAURANTS... 
from a snack to a feast! 

e@ 4 COCKTAIL LOUNGES! 

@ ROOFTOP SWIMMING POOL SUN-AND- 
PLAY-DECK AND GARDENS! 

e@ SPACIOUS OUTSIDE GUEST ROOMS! 

@ PARKING FOR 500 CARS ON PREMISES! 

@ AIR-CONDITIONED @ Let Our Sales 
AND HEATED Director 
THROUGHOUT — : tell you what 
Individual Room 7b, can be done for 
Controls! —— your group 


BISCAYNE BOULEVARD «+ 2nd to 38rd STREETS * MIAMI, FLORIDA 
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CONVERTED LST’s transport $5-million 
equipment from mainland to Nassau. 


handle the planes. (Other 40% was 
divided among Eastern, TWA, Pan 
AM, National, Northwest and Delta.) 
In cities where there are no customs 
stations, Case arranged with the Gov- 
ernment to provide customs guards to 
inspect baggage on-the-spot, elimi- 
nating the need to feed the plane 
loads of travelers into central arrival 
and take-off points. 

Case had small private planes for 
emergencies. Unscheduled departures 
because of business or illness could 
be handled on the spot by Morrow 
and his staff. Company photographer 
—complete with well-equipped dark- 
room—was flown in from the main- 
land. 

Biggest problem was transporting 
over $5-million worth of new equip- 
ment from the mainland to Nassau— 
which had inadequate docking facili- 
ties. Company gathered the heavy 
equipment together in Miami and 
then hired converted LST’s to take it 
over to Nassau. LST’s, used during 
the war for beach landings, carried 
the equipment right onto the beach 
where Case personnel, who sailed 
with the equipment, were able to 
drive it away. First equipment landed 
was Case’s new line of construction 
machines. Drivers went right to work 
clearing the beach for the farm equip- 
ment slated to arrive later. 

Same machines were pressed into 
use to clear a small forest adjoining 
the Emerald Beach Hotel. Coral rock 
and virgin undergrowth were cut 


48 


away to form a five-acre arena. Espe- 
cially designed aluminum grandstand 
was put together by Case workers 
after being transported by the LST’s 
from Miami. Covered grandstand 
could seat 500 in individual alumi- 
num chairs. 

Site of the 1959 meeting was a well 

uarded secret until two months be- 
100 departure. Dealers knew only 
that the trip was bigger and better 
than 1958's meeting in Phoenix, Ariz., 
when Case feted 4,400 at a two-and- 
a-half-day showing of new equipment. 
(At that meeting, Case sold $150-mil- 
lion worth of new equipment to the 
dealers—out of a total 1958 volume of 
$177.8 million.) 

Case’s own divisional managers 
knew nothing of the site until July 
when they met in Nassau. They re- 
turned home and held meetings with 
their salesmen whose job it was to 
excite dealers about the trip—without 
disclosing the site. 

Dealers could qualify for the trip 
in three different ways. A dealer who 
doubled his 1957 volume during the 
year received an “Eagle Award” and 
automatically became eligible for a 
trip for himself and his wife. Dealers 
whose sales totaled $25,000 net and 
$32,500 retail during the last quarter 
were also eligible. Controls on both 
net and retail sales figures eliminated 
price cutting at the dealer level. And, 
by basing trips on actual retail sales, 
Case solved the perennial dealer- 
loading problem and brought dealers 
to Nassau in a buying mood. 

Not one to discourage prospective 
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CONSTRUCTION MACHINES land first. 
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Bloody Invasion! 


All the excitement of the 
Case trip wasn’t limited to 
its guests. A doughty retired 
English major was taking his 
usual _ pre-breakfast _ stroll 
along the beach when he 
spotted Case’s LST’s offshore. 
He watched curiously as the 
LST’s landed. When the front 
of the boats opened and 
huge equipment started to 
rumble onto the beach, the 
major didn’t take time to 
read the insignias on the 
tractors. He stopped watching 
and started running. 

Arriving at the Emerald 
Beach Hotel, he gasped out 
an alarm. “Call the Governor! 
The bloody island is being in- 
vaded!” 


customers, Case offered to sell trips to 
the few dealers who didn’t qualify in 
the other two categories. Trips, worth 
$350, could be purchased for $125 
per person from Case. 


Most trips were won by the dealers 
—with some dealers winning as many 
as 20 trips. Because they could not 
be given away or sold to outsiders. 
dealers were encouraged to award 
trips to their own salesmen and other 
personnel. 
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Personnel, who sailed with equipment, 
go right to work to clear the beach for farm equipment slated to arrive soon. 


SALES MANAGEMENT 


Of the dealers who qualified for 
the trip, 50% sold Case products ex- 
clusively and 75% of remaining deal- 
ers sold Case predominately. Recently 
signed dealers, at the premiere to start 
their inventory, accounted for the 
rest. 

Other guests included three plane 
loads of financial men — bankers and 
stock brokers — flown in from New 
York City at Case’s expense. Public 
relations effort came on the tail end 
of a $20-million debenture offering 
underwritten by New York invest- 
ment banking firms. 

Master program was worked out 
and used for all groups. Cooperation 
of airlines and Emerald Beach staff 
made it possible to keep groups of 
500 coming and going in a continuous 
stream, except for scheduled lull dur- 
ing the Holidays. As first group was 
checking out and boarding planes for 
home, second group was arriving. 

Guests stopped for drinks at the 
airport, giving airline personnel time 
to clear their baggage and start it on 
its way to the hotel. Busy hotel em- 
ployes took advantage of the time to 
ready hotel rooms and deliver bag- 
gage. 

First activity scheduled on arrival 
day was a “Bahamian” cocktail party, 
complete with calypso music, starting 
at 7 PM. Afternoon was free to give 
dealers time to rest after their trip. 
Marc B. Rojtman, Case president, 
welcomed the group at the evening 
banquet and sctendlly presented the 
Eagle Awards — gold trophies featur- 
ing an eagle seated atop the “world.” 

Second day was strictly “fun” day. 
After an early (7 to 8 AM) breakfast, 
men and women had their choice of a 
deep-sea fishing expedition, a motor 
excursion or swimming, tennis and 
shuffleboard. Special “Case Beach 
Club,” set up midway between the 
swimming pool and the ocean, served 
refreshments to the stay-at-homes. 

Both fishing and motor trips were 
scheduled in the morning and after- 
noon so dealers could go on either or 
both. Fishing was limited to the men. 
Case provided a photographer to take 
pictures of the dealers and their catch 
as they docked. Schedule was set up 
so that everyone met at the hotel for 
lunch. 

Dinner and cocktails on the second 
evening were “on the beach.” Emer- 
ald Beach provided a huge barbecue 
beach dinner complete with native 
music and an all-native show. Sched- 
uled activities were over by 10 PM 
each evening. 

Third and fourth days were com- 
bination work-and-play days. After 
another early breakfast Case’s product 
show got underway by 8 AM, on the 
third day, in the outdoor arena. Total 
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MARC B. ROJTMAN, Case president, shows ease of handling big equipment. 


of 32 new machines were unveiled 
during the two-hour show. Drivers 
rode the machines into the arena and 
put them through their paces while 
the announcer pointed out their sales 
features. Half-hour was scheduled for 
product inspection and refreshments. 

Wives were invited to both the 
show and. business session which fol- 
lowed. At the theatre, dealers and 
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PORTABLE GRANDSTAND is erected to seat 500 in individual idesubanes chairs. 


: vere ee: 4 


their wives were entertained by native 
music and heard a calypso tune, com- 
posed for the occasion by Frank Gal- 
lagher, entertainment director at the 
Emerald Beach. At the business ses 
sion, Leonard Owen, advertising man- 
ager, disclosed Case’s advertising 
plans for ‘59 and asked dealers to get 
on the bandwagon. Big problem with 
Case is getting dealers to join in 
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INCENTIVE TRAVELER “ HANDLE WITH EFM CARE 


INNERS EXPECT your company to command pre- 

ferred guest treatment; they will not laugh off 
those mis-adventures so common to personal travel. 
That’s just one reason why it pays to put your com- 
pany’s reputation in the hands of the world’s leading 
sales incentive specialists. EFM travel plans get re- 
sults because they are complete and pre-tested. From 
the first campaign mailing to the last flattering spe- 
cial attention, they assure enthusiastic participation, 
worry-free travel and extra goodwill-dividends from 
your campaign. 


For prompt recommendations and cost estimates, contact your 
nearest EFM represeniative. No obligation, of course. Or check 
the services that interest you ...clip this advertisement to your 
letterhead and mail to The E. F. MacDonald Co., Dayton 1, Ohio. 


COMPLETE TRAVEL INCENTIVE, 
SALES MEETING AND CONVENTION SERVICE 


THEME—Your objectives will be dramatized with to-the- 
point themes and a complete, well-organized plan or meeting 
agenda. 


PROMOTION—EFM writers and artists know how to create 
excitement among salesmen and their wives. Complete facili- 
ties for producing and handling mailings are available. 


TRAVEL ARRANGEMENTS—The world’s largest and most 
specialized industrial travel agency smoothly handles your 
transportation and accommodation problems. Your cost is no 
more than usual rates. EFM, as a licensed Travel Agency, 
collects agency commissions from carriers and hotels. 


MERCHANDISE PRIZES—To reward stay-at-homes and put 
an incentive within every man’s reach, EFM offers hundreds 
of — advertised products in its full-color merchandise 
catalog. 


ENTERTAINMENT AND PARTIES—Forget the usual 
“cocktail party”! EFM creates unusual social activities with 
make-believe journevs such as “NicHT In Paris” (every man a 
mustachioed bon vivant!), “Casmno Nicut” (gambling fun with 
no fear of losing!), “Let's Go Native” (island fun, food, cos- 
tumes!). 

SCRIPTS AND VISUAL AIDS—EF® service includes com- 
petent assistance in preparing executive speeches, photo- 
graphic presentations on slides or strip films, charts, skits, 
song parodies. You save days normally spent contacting a 
myriad of individual sources. 


PROFESSIONAL STAGING AND PRODUCTION —Trained 
EFM personnel will coach speakers, conduct rehearsals, 


handle direction, lighting, time-tabling and other production 
problems. 


+) The E.F. MacDonald Company® 


WORLD-WIDE SALES INCENTIVE SERVICE 


*New corporate name for Cappel, MacDonald & Company, Belnap & Thompson, Inc., Ross Coles & Co., Inc. 


DAYTON, OHIO, Atlanta, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Fort Wayne, Grand Rapids, Houston, Kansas 
City, Los Angeles, Minneapolis, New York, Oklahoma City, Omaha, Oshkosh, Philadelphia, Pittsburgh, Rochester, San 
Francisco, St. Louis, Toledo, Washington ... Montreal, Toronto... Brussels, Frankfurt, The Hague. 
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cooperative advertising. Goal is for 
each dealer to spend .5% of his gross 
for cooperative ads. (Last year two- 
thirds of dealers spent nothing while 
rest anted up $49,000 all year.) This 
year’s plans call for four-page, three- 
color inserts in regional construction 
magazines every month, plus a na- 
tional advertising program in national 
magazines. 

After lunch ‘everyone was free to 
trv out the hotel’s recreation facilities. 
Original plans called for President 
Rojtman to entertain Eagle Award 
winners and their wives aboard his 
yacht, “Robinson Crusoe.” Yacht, 
however, was damaged in a collision 
with a sailboat before the meeting got 
underway and was never used. Din- 
ner and cocktails were served that 
evening inside the hotel. 

Business session for men only started 
at 8 AM on the fourth day. For Case 
it was payoff day—when dealers would 
place their 1959 orders for new ma- 
chines. Six-hour boat excursion trip 
and picnic were arranged for the 
ladies. For the stay-at-homes there 
were the usual beach games and 
swimming. 

Business session lasted from 8 AM 
until 4 PM with an hour break for 
lunch. Usual dinner and cocktails 
finished up guest’s last full day on 
the island. 

Departure day was another work 
day for the men. Business session 
started at 8 AM and ran until 11:45. 
Ladies had their choice of a shopping 
trip into town or a fashion show 
staged by the Emerald Beach. Tight 
schedule allowed everyone 45 min- 
utes to finish packing luggage and to 
dress for the plane trip home. Good- 
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byes were said at the “farewell lunch- 
eon” and guests began to leave for 
the airport by 2 PM. Busy hotel staff 
scurried about preparing for the next 
batch—already arriving at the airport. 

Five hundred guests on a busy and 
exact schedule can play havoc with 
normal hotel operations. If special 
provisions arent made _ beforehand, 
guests can have the hotel staff looking 
like a three ring circus. 

Emerald Beach officials realized 
this when they agreed to accommo- 
date the J. I. Case convention. Offi- 
cials made an extra effort to solve any 
problems which might arise before 
the convention group descended on 
the hotel. 

Most of the special problems re- 
volved, naturally, around food. From 
the inception of the Case movement, 
company officials had repeatedly stated 
that meal service had to be speedy 
and confined to the Case schedule of 
activities. 

This in itself posed a serious prob- 
lem because the Bahamian staff is 
endowed with graceful but slow move- 
ment. Staff was briefed frequently to 
get the message across — speed was 
essential. Waiters were accustomed 
to French style service and the transi- 
tion to volume feeding posed addi- 
tional personnel instruction problems. 

Along with the 500 Case dealers, 
some 50 to 100 other guests were 
relying on the main kitchen for food 
service. This meant hotel had to sec- 
tionalize range and pantry to provide 
separate service for the two groups. 
Regular guests were then not incon- 
venienced by convention group and 
could have the run of the menu. 

Mechanical failure of aircraft is 


HOW ABOUT 
HOLDING 
YOUR 
MEETING IN 
‘BERMUDA? 


mM 


Here's the ideal 
island setting for 
successful sales meetings, small con- 
ventions and directors’ sessions . 
beautiful scenery, comfortable cli- 
mate, fewest interruptions. Bermuda’s 
only hours away from major cities in 
the United States and Canada. Just 3 
hours by air from New York, daily 
flights by trans-Atlantic airliners. A 
week-end away by luxurious ocean 
liner, sailings weekly, ie 
cm Hs 
' = ¢ . 
Recreation facilities PR TAY 
are superb... for ith 
golf, tennis, fishing, ‘ 
swimming . . . for A 
sightseeing and = 
duty-free shopping too: 


ly Restaurants 


o f q o are excellent. 

{ a i" Famous hotels 

have dancing and nightly entertain- 

ment. Bermuda is well experienced in 

expertly taking care of all the re- 

quirements of small or large groups. 
Rates are reasonable. 


FREE New 24-page booklet, 
“Bermuda Headquarters for 
Memorable Meetings and Conven- 
tions.” Write for it today to: The 
Bermuda Conference Service (Room 
319) 620 Fifth Ave., New York 20,N.Y. 
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always a possibility. Hotel, therefore, 
has to be prepared to provide extra 
meals on check-out days in case guests 
are delayed. Another common mishap 
occurs when flights are late on check- 
in days. They may be late enough to 
cause dealers to miss meal hour. Hotel 
then has to prepare box lunches. 

Most of the Case dealers came from 
farm communities so were used to 
early breakfasts. In order to satisfy 
them, dining room and kitchen help 
would have to work from early morn- 
ing until late at night. This presented 
a difficult problem at the beginning 
of the convention. Later, a breakfast 
bar was set up. This sustained the 
early risers until the regular breakfast 
hour. 

With the extra 1,500 or so meals 


miami beach 
exhibition hall 


Covering nearly 5 acres + Largest in the South - Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area of 
200,000 square feet and seats 15,000 people at one time 


CLAUDE D. RITTER 
Auditorium and Exhibition Hall Manager 
1700 WASHINGTON AVENUE «- MIAMI BEACH 39, FLORIDA 


per day to be served, a supply prob- 
lem resulted since meats and vege- 
tables must come into Nassau through 
the U. S. Quantities of food could not 
be stored for even short periods be- 
cause refrigeration is at a premium. 
Hotel officials sweated it out a couple 
of times when freight boats between 
Florida and Nassau were delayed due 
to heavy weather. 

To facilitate baggage handling, 
hotel officials had to be sure to — 
rooms for an incoming group only 
after the previous group checked out. 
This meant working with color desig- 
nations on the key rack. All guests 
were pre-registered. Hotel had about 
two hours between baggage leaving 
one room and new dealers checking 
in. Even with this workable plan, 


had > =~ 


Centrally located, close to the world’s finest 


hotels, apartments, restaurants, shopping centers and recreation areas 


Parking for 3,500 Cars « Expositions « Conventions « Trade Shows « Sales Meetings 
Ice Shows ¢ Announcement Showings « Automobile Shows « Sports Events 


For further information, write or wire: 


THOMAS F. SMITH 
Director Convention Bureau 


pressure was put on the housekeeping 
department. 

J. I. Case paid all bills with the ex- 
ception of incidental accounts. To 
collect these incidentals, hotel insti- 
tuted a system of checking and pag- 
ing at departure any individual guest 
who had not paid. 

Convention came off with nary a 
hitch in service—all because of before- 
hand planning. 

Company puts the cost of the mam- 
moth meeting at $1,025,000, or less 
than one-half of 1% of total orders 
placed by dealers. Rough breakdown 
shows $600,000 spent at the hotel 
and $425,000 on air travel. 

Company officials, who had pre- 
dicted only a small increase over the 
$150 million in orders placed at Case’s 
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Magic Bag Handling In NEW YO r 


Quite a few wags among 
the guests attributed the 
near-perfect record in bag- 
gage handling to a magician. 
Magician, an entertainer at 
the Emerld Beach, was 
pressed into part-time service 
as baggage checker on ar- 
rival and departure days. 
Colored baggage tags and 
-wide-awake cooperation be- 
tween hotel staff and the air- 
lines made the baggage feat 
possible, says Emerald Beach 
manager. 
Only one bag was mis- 
placed during the entire trip 
—and that through no fault 
of the hotel. When one of the _ 
dealers decided to switch IBM | EASTERN oii: 
rooms with his buddy, he for- v0. Inco Nickel 
got to tell the hotel. Bellboys 
put his bag in his assigned 
room. Investigation soon 
turned up the bag—with no Honored by great organizations of America. . 


help, this time, from the ? 
magician. Hor Service 
Beyond the Call 
bigger and’ betier things for 1000._| of Duty 


New plan, just announced, calls for 
another “mystery” site and a “$1,000 
Holiday Vacation Program.” Trip, 
available to Case dealers, their sales- 
men and wives, is described as a “va- 
cation for a millionaire.” 
ko catalan of _ ke Sees e Complete Facilities for groups of 10 —1,000, with largest 

: ; banquet-meeting space of any hotel in the Coliseum zone. 
— given to those dealers who double 
their retail sales over last year or who © 1200 choice guest rooms: your group can stay together when 
exceed last year’s sales by $250,000— you hold your function at the Henry Hudson. 
will receive two tickets for the trip. 


This year dealer salesmen who sell 
$150,000 of Case products during E N R LJ DSON 
59, each will receive one ticket for | 


the trip. Retail sales credits will be 


based on increments of $1,000. For | 

each $1,000 worth of equipment sold, OCT F ¥ 

a salesman will receive one stamp to 

be pasted in a special book provided 

by Case. At the end of the fiscal year, 

October 31, 1959, book will be turned 

in to Case for credit towards a trip 

ticket. Partial tickets can be con- 

verted to full tickets by paying the R dé 
' : ¢ ‘or complete details, 

difference in cash between the amount direct inquiries to 

earned and the established $500 Frank W. Berkman. 

value of each ticket. For your convenience, 
In order for a salesman to take his | send in coupon today. 

wife on the trip, he must sell, as part 

of his retail volume, a minimum of 

12 tractors during the year. As each 

tractor is sold and credited to the 


®@ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


e Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


353 West 57th Street, New York City 


Mr. Frank W. Berkman, Henry Hudson Hotel, Dept, A-! 
353 West 57th St., New York, N. Y. 


Kindly send me full information about meeting 
room facilities and service. 


Nome— mannii 


OO 


Address — 


ee 
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THE BIG NEW 


CONVENTION FACILITIES 
@ Nine meeting rooms with capacities from 75 to 1500 
© Sixteen conference rooms with capacities from 10 to 50 
@ Eight dining areas with capacities from 40 to 1000 
© Our own night club with large theatrica! stage and lighting 
for full scale productions 
@ Exhibit area— 18,000 sq. ft. 
@ Booth area—116 booths (8’ x 10’) 
@ Closed circuit TV in every room 
@ Complete audio and visual equipment 
© Sound and slide projectors, 16mm and 35mm 
@ Lights, props, comparable to average theater 
e@ Print shop, carpenter shop, paint shop 
e Full-time engineer attends all meetings 
@ Technicians and stage hands 


GUEST FACILITIES 

@ 620 elegant rooms with private bath 

@ 21” screen TV and radio in every room 

e 1000 feet of private beach front 

@ Olympic size swimming pool and huge sun deck 
@ Sports of all sorts 


Hold your convention 
without any fuss 


... just leave the details to us! 


with a staff of full-time convention experts 
to leave you as free as your delegates! 


A convention is a confusion of small details 
that needs a highly experienced staff 

to organize it. Make your next convention 
smooth, pleasurable. Relax in our 


sunshine ... have fun. We’ll do the work! 


Mr. Sales Manager: 


Special for you— write now for the Carillon Incentive Plan... 


a complete service from kick-off to pay-off! 


For brochure giving complete details, write 
Ben P.Gould, Vice President, Sales 


Herbert H. Robins, Executive Director 


the CARILLON + OCEANFRONT, 


68th TO 69th STREETS, MIAMI BEACH 41 


@ Parking facilities for 620 cars on premises 
@ Lavish entertainment and dancing every night 
in our beautiful Club Siam 


@ Cocktail lounge @ Cabana bar 
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salesman, a special “Wives’ Seal” will 
be mailed directly to the wife of the 
salesman. She has a special section of 
her husband’s stamp book set aside 
for her stamps. Those who don’t make 
the tractor quota must pay the differ- 
ence in cits in order to take their 
wives along. All wives who plan to 
participate in the program must reg- 
ister with the company in advance. 
Separate section of the program 
enables dealer management to win 
trips. Case defines management as 
“active officers, partners, sales man- 
agers, service managers and their 
wives” for the contest. One-quarter 
of 1% of the dealer’s total wholesale 
or retail volume in new Case ma- 
chines and service parts, whichever 
is higher, will be credited towards 
management tickets for the trip. Par- 
ticipants must indicate in advance 
whether they will compete for the trip 
under the management program or 


the salesmen’s program. They may 
not participate under both. Again, 
partial tickets can be converted into 
full tickets by cash payments. 

Case management is looking for- 
ward to even better 1960 results and 
is already hard at work on promotion. 
In evaluating results of this year's 
efforts, President Rojtman says, “It 
establishes a closer relationship with 
dealers. It allows us to show our 
complete line to our dealers in the 
shortest possible time. It establishes 
a high esprit de corps. Regular yearly 
program is designed to do a complete 
merchandising job for Case. As a re- 
sult of this incentive annual world 
premiere, we are able to schedule our 
entire year’s production. It takes all 
the guesswork out of planning. We 
don’t consider this incentive program 
as a cost because, ‘actually, the sav- 
ings we make in manufacturing costs 
alone more than pay for it.” 


SALES MEETINGS 


SHERMAN 


“Nickles here has a wonderful idea for our next sales convention 
that he got from a flippant, sarcastic remark made by his wife.” 
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SWIG-FAIRMONT HOTEL MANAGEMENT 


Your Choice of 


GREAT 
HOTELS 


For 
Sales Meetings 
Im The West 


paint 


SAN FRANCISCO, CALIF, 


world’s most enviable hotel loca- 


Flntlers 


COLORADO SPRINGS, COLO. 


Completely modernized. Spectacular view 
of Pike's ye Qe 
sports center. Pool, a 
entertainment and Faw My onderful 
food in 4 new restaurants. Good air and 
rail transportation. Various meeting 
rooms seat up to 600; room accommoda- 
tions for 450. Open all year. European 
Plan Rates. 


“Spe 


HOTEL AND SPA 
SAN BERNARDINO, CALIF, 


swimming 

pools, golf aeatty, tennis, etc. Various 

meeting rooms, =~" theatre. Ac- 

for 300. Open all year. 

European Plan Rates. Natural Spring 
Caves and masseurs! 


(Wission Inn 


HISTORIC GARDEN HOTEL 
RIVERSIDE, CALIF. 


Historic charm in a modern setting. 

Hotel comeeeedy modernized with dGis- 

‘ood in beautiful new restau- 

. 1 hour from Los Angeles and 

Springs. Magnificent pool, golf, 

etc. 10 meeting rooms. Accommodations 

for 400. O all year. Free parking. 
European Plan Rates. 


FOR FURTHER INFORMATION— 


write the hotel direct or consult 
John A. Tetley Company, 3440 
Wilshire Blvd., Los Angeles; 
phone: DUnkirk 8-1151; Fair- 
mont Hotel, San _ Francisco, 
phone: Exbrook 7-2717. 


New Orleans 


... and of course 


The incomparable Jung ... largest and finest convention 

hotel in the South. 1100 guest rooms, 10 oustanding meeting 

rooms including the Tulane Room (stage, service elevator). 
Delightful guest rooms and service in America’s most colorful city. 


FOR BANQUETS MEETINGS 
1,000 


Tulane Room 

Green Room 

Tulane and Green Room 
Map Room 


~ orang Room EXecutive 3-6481 


Rouge Rooms % Circle 7-6940 
Audubon Room L i MOhawk 4-5100 
Old New Orleans : Lamnl PLaza 4-1667 


Completely air conditioned —TV and radios 
Fabulous Charcoal Room —Comfortable Cocktail Lounge 


Joe in FR ANGE 


builds prestige, pleasure...and profit! 


There are many good reasons why American business 
leaders are selecting France for their next convention or 
group meeting. Most important is the special enthusiasm, 
excitement, and lift that spark any meeting in France. 


Firestone, Prudential, Arma-Bosch, The Flight Safety 
Foundation, and the Illinois Road Builders Association 
are just a few of the leaders who have chosen France this 
year as their convention site, sales-incentive goal, or 
employee-vacation headquarters. 


France is only a short overnight trip by air... a “long 
weekend” by sea. Steamship lines offer one free passage 
for every 20 persons in a group; airlines will carry one in 
fifteen free. Or, you can charter a plane and save up to 40% 


Once in France, your convention hall and facilities are 
FREE. You get SPECIAL GROUP RATES in hotels and 
restaurants. And no matter which great resort you choose 
—Cannes on the glamorous Riviera, Deauville on the 
fashionable Normandy coast, or Evian on lovely Lac 
Leman—you get V.I.P. treatment every step of the way! 


You are among the leaders of American business when 
you have your convention in France. Yves Kob, Director 
of the Dept. of Sales Programs and Conventions for the 
F.G.T.O., will work with you and your Travel Agent to 
set up the most exciting meeting your company has ever 
had. Get in touch with him soon! 


THE FRENCH GOVERNMENT TOURIST OFFICE 1 


610 FIFTH AVENUE « NEW YORK CITY 21, N. Y. 
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Incentive Trends in ‘59 


Smaller companies using travel as sales incentive this year. 


More luxury and fewer incentive trips to factory city are noted. 


Graduated trip prizes more popular; entertainment plans bigger. 


By A. E. OSTHOLTHOFF 


President, The E. F. MacDonald Travel Company 


I BELIEVE it was about a vear ago 
that a sales executive of a large ap- 
pliance manufacturer on the East 
Coast said to me: “Travel may be 
popular today, but mark my word, 
it’s merely a transition phase and 
within a year will be as dead as the 
Dodo.” 

As we of The E. F. MacDonald 
Travel Company see our service to 
industry doubling in 1959 — the trips 
we were privileged to supply industry 
with to produce sales in 1958 — we 
are of the opinion that nothing could 
be farther from the truth. When the 
editors of Sales Meetings asked us to 
report trends that had become ap- 
parent to us in our daily contacts with 
sales executives in the building of 
travel occasions that would help 
move merchandise, certain factors 
have been outstanding in 1959 com- 
pared with 1958 and previous years. 
Trends are reported in hopes they 
may assist sales executives today to 
evaluate travel inggntives as a means 
to motivate men to greater selling 
effort. 


1. Merchandise prizes continue to 
dominate: I must report on the first 
item of these trends that prize pro- 
grams that feature merchandise are 
here to stay and are not being re- 
placed by travel. In fact, because of 
our dual role of prize incentive coun- 
selor and travel advisor, we can re- 
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port that for every travel incentive 
program sold, eight prize programs 
are selected. Our travel programs are 
leaping ahead—but so are prize in- 
centives in direct proportion. 


2. Medium-sized companies choose 
travel: While it is true that large cor- 
porations still favor a glamorous trip 
to a romantic location — to sell mer- 
chandise by stimulating their dealers, 
distributors and factory representa- 
tives — we find a marked increase 
among medium-sized companies — not 
necessarily leaders in their field — that 
use travel to assist them to produce 
plus sales. For every one of the big 
travel incentive programs we have 
helped to engineer and conduct, there 
are several more modest travel occa- 
sions worked out for smaller-sized 
companies. 

More and more transportation is 
being booked for 60 to 100 trip-win- 
ning salesmen, dealers or distributors 
—thus broadening selection of travel 
sites for these companies. Smaller the 
groups, greater the variety they can 
choose from; so we have been able 
to take over resort areas, occupy en- 
tire islands in the Caribbean and do 
unusual things with these smaller 
groups that is impossible with the 
larger, mass movements. Our first 
trend in ‘59 is recognition that smaller 
companies are now emploving the 
power of travel to motivate their men. 


Bias oh Gh Ss 
Business 


isa pleasure 


+ 


... when 
meetings ... conferences 
.. forums are held at 


Mistoric 
Willtamsburg 


Virginia’s restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams- 
burg Motor House, to provide fine 
accommodations for groups up to 
400 persons. 

Conference delegates and their fam- 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, craft shops, 
plantations, gardens, the carriage 
rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


For booklet and information write: 
William E. Bippus, Hotel Sales Manager, 
Williamsburg, Virginia or call New York, 
ClIrcle 6-6800; Washington, EXecutive 

3-6481; Chicago, MOhawk 4-5100. 


SEEBECEESSESE 
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HAVANA IN THE GRAND MANNER! 


in Cuba’s most luxurious new 

hotel... the HAVANA RIVIERA 

. ++ Vedado on the Malecon, 

Havana, Cuba! 

Completely air-conditioned, 

with 400 luxurious ocean-view 

rooms... with 

Olympic pool, 75 cabanas, 

Solaria and Health Club... 

fine food in elegant 

dining rooms, spectacular 

Copa Night Club, magnificent 

casino, coffee shop, cocktail 

lounge and Doble o Nada Bar, 

the HAVANA RIVIERA offers 

a whole new world of pleasure 

in one of the most fascinating 

cities in the world! 

Designed with group meetings 

in mind, it offers spacious 
HOTEL CASINO meeting rooms that will flexibly 

and comfortably accommodate 

from 50 to over 500... and every 

facility and service for 

meeting perfection! 


T. James Ennis 
Managing Director 


For complete information write or wire: JIM MILLS & ASSOCIATES: Miami: Roper Building ° FRanklin 1-2573 
LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 N. Michigan Ave. * MOhawk 4-5100/New York City: 65 West 54th 
Street « Circle 7-6940/Washington, D. C.: 1145 19th St., N.W. © EXecutive 3-6481/Detroit: 1701 Cass Ave. WoOodward 2-2700 
JOHN A. TETLEY CO.: Los Angeles: 3440 Wilshire Bivd. * DUnkirk 8-1151/San Francisco: Fairmont Hotel * DOuglas 2-2000 
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3. More Luxury Demanded: 
There’s another growing trend in 1959 
and that is to take a trip more luxu- 
rious than ever before. To many travel 
incentive sponsors, it isn’t enough to 
transport their trip winners to a travel 
site with first-class transportation and 
then to “put them on their own” to 
enjoy the location. There is a greater 
demand for luxurious treatment for 
their trip winners than ever before. 

Normal menus now present a fare 
like the Ritz, and every step of the 
way has to be luxury luxury! 
It’s the red carpet up the gangplank 
to board the plane. It’s the cham- 
pagne and hors d'oeuvres served en- 
route. It’s the brass-band welcome 
at the airport. It’s the pre-tipped bell- 
hop and the bowl of fruit to welcome 
the guest in his room. 

Luxury seems to be the keynote in 
1959—turning what would be a nor- 
mal trip into a never-to-be-forgotten 
and perhaps never-again experienced 
occasion. Naturally, these increased 
demands from sponsoring companies 
bring into focus the need today for 
professional, skilled tour directors. 
These specialists must be capable of 
arranging the many extras required 
for today’s incentive trips. 


4. Fewer trips to factory city: For 
a number of years there was a rash 
of travel incentive programs offered 
the dealer or distributor salesman. He 
won a trip to the factory city where 
he could be shown the internal work- 
ings of the factory that produced the 
product that he bought or sold. In 
addition to the trip, he met top com- 
pany officials and was feated in the 
factory hometown. These trips, as 
they were conducted, accomplished 
their objective, and shortened the gap 
of understanding between salesmen 
on the firing line and people back at 
the factory who planned, designed 
and produced the product that sales- 
men sold. 

The year 1959 finds that the major- 
ity of companies have conducted such 
a factory-city trip and now are look- 
ing for glamorous locations to excite 
their salesmen in lieu of a trip to the 
factory hometown. 


5. More custom-made entertain- 
ment: Entertainment plays an impor- 
tant part in a successful trip. Where 
in the past trip winners were content 
with local entertainment featured by 
their hotel or resort, today their taste 
has been developed to the point that 
they welcome custom-tailored shows 
and special entertainment productions. 

More and more we are creating 
_ special _ parties such as Hawaiian 
Luaus and nights in Paris or Mexico 
where decorations, costuming, music, 
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AMERICA’S 
INFORMAL 
BUSINESS 

CAPITAL 


AMERICA'S INFORMAL BUSINESS CAPITAL 

. . this is the reputation earned by The Greenbrier 
through its many generations of serving the every need 
of the nation’s executives, business-wise as well as vaca- 
tion-wise. At The Greenbrier you'll find all you could 
wish for and more in modern group accommodations 
for as many as 1,000. For example, the newly con- 
structed, air-conditioned West Wing features an audi- 
torium with a 42 foot stage, the latest sound and pro- 
jection equipment, splendid banquet arrangements and 
a theatre with CinemaScope screen. In addition, The 
Greenbrier provides unsurpassed sport facilities, extraor- 
dinary service, wonderful dining and luxurious comfort. 


SPECIAL WINTER RATES 


Effective December 1, 1959 to 
February 29, 1960 


$23 PER DAY, PER PERSON, 
SINGLE 


$21 PER DAY, PER PERSON, 
DOUBLE 
Rates Include: a spacious, lux- 
urious room, and The Green- 
brier’s traditionaHy fine meals. 
PLUS: golf course green fees 
(playable much of the winter) 
—swimming in magnificent in- 
door pool—membership in the 
Old White Club—and gratuities 
to service personnel. 


YOURS FREE 7he Greenbrier Convention Story 


Send today for your copy of this beautifully illustrated, 32-page brochure which 
gives you complete information on all the facilities of The Greenbrier. Write 
direct to Charles L. Norvell, Director of Sales. Information is also available at 
The Greenbrier’s reservation offices at: New York, 17 East 45th Street, 


MU 2-4300; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Washington THE 
Street, RA 6-0624; Washington, D.C., 
Investment Building, RE 7-2642. 


WHITE SULPHUR SPRINGS - 


AUMLAD 


WEST VIRGINIA 


melback Inn 


One of the world's Great Vacation Resorts 


PHOENIX, ARIZONA 
Golf at adjoining Paradise Valley Country Club 


MOhawk 4-5100 Washington 
Detroit WOodward 2-2700 Los Angeles 


Chicago 
New York 


Circle 76940 San Francisco 


EXecutive 3-6481 
DUnkirk 8-1151 
EXbrook 7-2717 


Beautiful Modern Meeting rooms 
accommodating groups up to 250 


to your group 


The Cavalier is ‘made to order’ for 
groups up to 350 under one roof. Since 
yours will be the only convention in the 
hotel your convention receives the full 
personalized attention of our entire staff 
and every phase of our complete con- 
vention and recreational facilities. You'll 
find The Cavalier a perfect fit in every 
way—Write for convention brochure 
and incentive plan rates. 


Sidney Banks, President 
Gordon Shoemaker, Managing Direct 


R. E. Derring, Sales Promotion Manage 


¢ YACHT & COUNTRY CLUB « 3 POOLS e 
THE e BEACH AND CABANA CLUB « 


ae 
Cavalier VIRGINIA BEACH, VIRGINIA 


F LY EASTE PA to your convention 
or sales meeting in f LO RI DA 


@ Only Eastern flies the new, long-range jet-powered Golden 
Falcon Electra...nation’s fastest, most powerful prop-jetliner. 


@ Eastern offers more flights to Florida than any other airline. 


@ Let Eastern help you plan a post-convention side trip to 
Puerto Rico, Mexico, Virgin Islands, Bermuda, Nassau, or 
Havana. Leaders of groups of fifteen or more are our guests. 


For full details, write or call Convention Manager, / 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, 
_ os New York, or your local Eastern Air Lines office. 


FLY WITH CONFIDENCE... 


EASTERN AIR LINES 


95% OF THE NATION'S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 
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favors, and food are all designed to 
create atmosphere and treat guests to 
a new, never-to-be-forgotten experi- 
ence. 


6. More step-up winnings: In past 
years, trip sponsors were content to 
choose just one location and offer that 
to their dealers, distributor salesmen 
or representatives. Today, many com- 
panies are using a step-up plan where 
a modest trip is offered for a modest 
sales achievement. If, however, the 
salesman exceeds the requirements for 
the modest trip, he can elect to go to 
a more glamorous spot. 

Additional step-up features are of- 
fered which appeal to the top sales- 
man who wants to win the top prize 
while mediocre salesmen are content 
to win the first trip offered. Typical 
of this technique is a Los Angeles trip 
offered for a certain sales accomplish- 
ment. For exceeding the require- 
ments, Hawaii is offered for top sales- 
men at the completion of the Los 
Angeles meeting. Those not qualify- 
ing return home and top producers 
go on to Hawaii. For peak perform- 
ance, a trip to Japan is offered after 
the Hawaiian fun. Thus, the step-up 
factor goes to work to stretch a man’s 
performance beyond its normal re- 
action to a modest travel offer. 


7. Resort areas more interested: In 
the past, some resorts shunned group 
travel, catering exclusively to indi- 
vidual guests. In 1959, these sites 
are aggressively promoting and seek- 


as 


ing groups of visitors. In off-season 
periods they realize that industrial 
groups can keep their staff intact and 
their ledgers blue. For example, the 
Bermuda Trade Development Board 
has produced a complete promotional 
mailing campaign for use by trip 
sponsors to whip up keen interest on 
the part of salesmen to sell hard so 
they can enjoy the pleasures of Ber- 
muda. So keen is the interest in this 
package that we are receiving up- 
wards of a dozen requests for sample 
kits each week. We are sure Bermuda 
is benefiting from this promotional 
material. 


8. More “combination” deals: To- 
day more executives are choosing the 
combined pulling power of prizes 
and travel. In fact, so great has been 
the demand for “stock” trips to com- 
bine with prize offers, that about a 
year ago, The E. F. MacDonald Com- 
pany produced a catalog featuring 60 
“Prize Holidays”—all priced in merit 
points—and as with merchandise cata- 
log offerings, the salesman can “spend 
his points” on prizes or trips as he 
elects. 

These are some of the trends we 
have noticed. There will be others, 
but there is one thing that is sure: 
The world is becoming a more inter- 
esting place to more sales executives 
and they are capturing its glamour 
through persuading their salesmen to 
do a better selling job for the parent 
company. ® 


— ke 


Banquet: 174 Speakers, One Guest 


HERE’S AN ODD TWIST—seats for 174 speakers and only one guest. 
James L. Barber, manager of the Manager Hotel, Cleveland, had car- 
penters work all night to hammer up tiers for the “speakers tables”. 
Occasion was a bachelor dinner for the groom-to-be. Father ordered 
unusual stag party. 
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IN 
HOLLYWOOD BEACH, FLORIDA 


A 
Distinguished 
Resort Hotel 


now 
Soliciting 


SALES MEETINGS 
20 to 200 people 
All-inclusive Rates 

write 

G. S. Pickard, Manager 

Completely Air Conditioned 
and Heated 


PRIVATE BEACH 
CABANAS—POOL 


HOLLYWOOD BEACH, FLORIDA 


Little Rock! 


IDEAL 


Convention 


LOOK AT YOUR DEALERS OR 
MEMBERSH/P AND COMPARE 
LITTLE ROCK'S LOCATION... 


V CHECK THESE ADVANTAGES, TOO! 


4 modern hotels Vv Central location— 
Ample air good transportation 
conditioned rooms 
Air conditioned 
banquet rooms 
Air conditioned 
municipal 
auditorium 

Vv Historical sights 

° 


Excellent eating 
facilities 


Reasonable prices 


/ Numerous golf 
courses 


City of hospitality 


FOR INFORMATION, WRITE OR PHONE 
H. J. BURFORD, General Manager 


SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 


LITTLE ROCK, ARKANSAS 
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GIBSON TAKES 


distributors to Puerto Rico for preview of ‘59 incentive trip. 


To Create a Yen to Go—Promote! 


Gibson Refrigerator Co. keeps up a steady barrage of mailing to 


stimulate dealer interest in incentive contest. Trip to Havana 


lures 900. Company now expects to take 4,000 to Puerto Rico. 


IS A FREE TRIP to some exotic spot 
on the globe enough of an incentive to 
stimulate the average salesinan? It’s 
not, unless the sponsoring company 
promotes it vigorously and wisely. 

Often poor or little promotion has 
the opposite effect than the one you 
want. Salesman reads about the trip 
and treats it as just another gimmick 
to make him work harder. He takes 
the “I don’t have a chance attitude” 
and doesn’t bother to try. 

Company has to convince each 
salesman that he can have the trip 
if he does what he knows he should 
do. Make him want the trip and make 
sure he knows it’s within his grasp— 
that quotas are realistic. Keep the 
lure of it in front of him all the time. 

Secret to this is personalized pro- 
motion. When Gibson Refrigerator 
Company planned its “Havana Holi- 
day” as a sales incentive for dealers, 
it knew that promotion could mean 
the difference between success and 
failure of the contest. 

Promotion began, of course, with 
the announcement of the contest and 
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the reward. Quotas were set up ona 
regional basis, depending on the dis- 
tance of dealers from Havana, ac- 
cording to Dale H. Heinlen, advertis- 
ing and sales promotion manager of 
Gibson. 

United States was divided into 
three zones. Each dealer was required 
to purchase a specific number of Gib- 
son appliances, depending on zone in 
which he was located. Distributors 


helped pay the cost of the trips but 
majority of expenses were absorbed 
by Gibson, Heinlen reveals. 

Gibson ran special promotions for 
distributor salesmen and for princi- 
pal officers of distributorships so they 
could qualify, too. 

Once launched, promotion mate- 
rial to dealers never stopped. Mailing 
program included such things as travel 
folders, dummy airline tickets, swizzle 
sticks, bar napkins, menus, maps, pho- 
tographs and souvenirs. 

Even. regular product mailings in- 
cluded promotion on Havana Holi- 
day. Special stationery was created. 
Small stickers were placed on all cor- 
respondence to dealers and distribu- 
tors to call attention to Havana Holi- 
day. 

Contest ran from Nov. 1, 1957, to 
July 1, 1958. During this period en- 
thusiasm built up and reached a peak 
near the end of the contest. 

Personalized promotion did _ it. 
Salesman was made to feel he had a 
chance to win. Items sent by direct 
mail excited him because he got a 
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ns Conventions 


ez, that go over 


PAN AME ee 


ol 


90 overseas! 


Just when you think no two people can 

agree on where to hold your next 

convention, try suggesting some overseas 

sh cach garden spot—for a change! Wait until you 
announce a convention in Bermuda, 
Hawaii, or a Jet Clipper* flight to Europe! 


Not only does an overseas convention 
please everybody, but it gives your 
company prestige. And consulting Pan Am 
will insure your picking the right place at 
the right time. Your Pan American 
representative will advise you regarding 
hotels, local arrangements, special events 
—even show you movies of the place you 
pick. The cost? Often less than many 
ordinary gatherings in crowded 
domestic cities. 


You have dozens of inviting places to 
choose from that are very close to home. 
And Pan Am’s experience in 30 years of 
siiiciein overseas flying assures your having every 
ISLANDS service and consideration you might wish: 
Call your Travel Agent or write: Henry 
Beardsley, Pan American, P. O. Box 1790, 
New York 17, N. Y. See Sea 


PAN AMERICAN 


WORLD’S MOST EXPERIENCED AIRLINE 
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preview of what the trip was going 
to be like. Trip was in his mind all 
the time. 

About 900, including wives, went 
on the trip. Many dealers qualified 
for a second trip and used it for their 
wives, Heinlen reports. In some in- 
stances they brought their wives at 
their own expense. 

Winners stayed at Havana Riviera 
Hotel. “Tourist officials, hotel people 
and airlines personnel certainly treated 
us well,” says Heinlen. 

Havana Holiday was such a suc- 
cess, Gibson is planning a bigger and 
better trip to Puerto Rico for 1959. 
This one is called “Fun in San Juan.” 
Winners will stay at Caribe Hilton 
Hotel. 

Promotion has already stimulated 
a great deal of interest in this trip. 
Fifty top distributors were flown on 
a special Pan American charter to 
San Juan for three days to preview 
location and activities. Trip was called 
“Flight to Paradise Island” and none 
of the distributors knew where they 
were going, Heinlen reports. Air of 
secrecy was maintained throughout 


entire flight. Plane even started to 
make a fake landing on one of the 
islands in the Caribbean. 

First time distributors knew where 
they were was when they saw the 
sign on the Administration oe 
in San Juan. They were welcome 
with a special cocktail party on the 
roof of the hotel. Mayoress of the 
city later greeted them at a reception 
given by the hotel esi on 

Special meeting was held on the 
last day. Here distributors forecast 
4,120 dealers would qualify for the 
‘59 trip. Gibson doesn’t expect this 
many to qualify, Heinlen reveals, but 
goal is still 4,000 dealers for San Juan. 
“We certainly do expect to more than 
double our Havana attendance.” 

Promotion was so effective in ’58, 
company expects to duplicate the pat- 
tern. “Although we can’t determine 
the exact degree, we feel that incen- 
tive travel is responsible for increased 
sales,” says Heinlen. “It goes without 


saving that we must have a great deal | 
of faith in it or we would not have| # 
introduced a second trip for the cur- | 


rent vear.” ® 


This Is a Lot of Bull 


& 


— 
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ATON ROUGE 


200 rooms of quiet luxury at 
Louisiana's largest, finest motor inn 


THE 
Bellemont 
MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. All rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


Me aa 


2 ballrooms and 12 air-conditioned 

function rooms serve from 10 to 

500, with full banquet facilities. 
PHONE: 2-6601 


R HOTEL 
Omaha 
9 attractive air-conditioned func- 
tion rooms with banquet facili- 
ties for 10 to 400. Free parking. 
PHONE: ATlantic 9354 


HOTEL 


Lincoln 


Scottsbluff 
Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 
PHONE: 91 


Champ, two-ton replica of a Hereford steer, is on his way overseas to 
continue his educational stint. Designed by Walter Dorwin Teague, he 
is being loaned by Ralston Purina to U. $. Agricultural Department as 
part of a four-trailer exhibit. Exhibit will travel through Europe to 
promote goodwill and livestock feed grains and oil seeds. Internally, 
one-half of Champ is a cow and the other a steer. Sides expand to 
allow visitors inside to observe lifelike exhibits. Sound effects reproduce 
animal's heartbeats and breathing. To insure his arriving in tip-top 
shape, he had to be specially prepared by Chelsea Warehouses, Inc., 
for the ocean. voyage. Head and chest are crated. Champ’s body is 
protected by a contoured tarpaulin. 


eS 


| CLOSED-CIRCUIT TV FACILITIES: 


| Adds flexibility, entertainment and additional 
interest to your meetings in these hotels 


} PFISTER, Milwaukee; CORONADO, St. Louis; 
BISCAYNE TERRACE, Miami; ROME, Omaha. 
Ce 
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Sits 


the ideal 
convention 
location— 
“just a 
step 
to everything!” 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsylvania 6-3400 
TELETYPE: NY 1-3202 


finest luxury 
hotel — 
overlooking 
palm-fringed 
Biscayne 


Biscayne Terrace 


Biscayne Blvd. at 4th St. 


Ideal convention location in the 
Hub (but not the “hubbub’”’) of 
downtown Miami—an_ unob- 
structed panorama of beautiful 
Bayfront Park. 6 function 
rooms accommodate from 10 to 
500 convention guests. Full 
banquet service — completely 
air-conditioned. 
PHONE: 9-3792 
TELETYPE: MM-583 


Governor Clinton 


Z2 » ‘ 
\f y (/ Wh VGA ) 


CONVENTION HOSTS ACROSS THE NATION! 


HOTEL 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest’s favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 
PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


Business is pleasure 
at this world-famous Resort... 


eeettpy? 
aS 


HOTEL 


"Aconly 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 7-2181 


Sy taomty 


the great name 
in hotels... 
mellow 
as history... 
modern 
as tomorrow! 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service, Central location 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 
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HOTEL 


Commande; 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service 
PHONE: KlIrkland 7-4800 
TELETYPE: WO 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili 
ties for from 10 to 250 persons 
PHONE: ASpinwall 7-6800 
TELETYPE: WO-187 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 
PHONE: SWift 9-4141 
TELETYPE:WO-187 


FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 Escetsler oriagn,’ tte.” Passions, Gal.. Mepinpnim, Ais, Onton, Roses 


. FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louis, 
EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N. Y. 1 ° Cumberland, Md., Omaha, Neb., Columbus, Neb., Lincoin, Neb., Scottsbluff “Neb.” 


: Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester 


Victor J. Giles, Director of Sales Clinton, lowa, Council Bluffs, lowa, Marshalltown, lowa 
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..and to the winners, 
a wonderful weekend at 
New York's beautiful 


$T. MORITZ 


ON-THE- PARK 


A call to action that really 
stimulates interest and 
response among your sales 
-contestants. The rewards are 
so worthwhile . . . include a 
delightful room on-the-Park, 
incomparable fare in our 
celebrated restaurants, 
many extra courtesies and 
features 


FOR EXAMPLE... 


Now the St. Moritz offers 
your guests the combined 
magic of romantic nights in 
Paris, Jamaica, Hawaii, 
Hong Kong — or anywhere 

. excitingly planned and 
staged right here in the 
hotel. An incentive holiday 
at the St. Moritz makes a 
memorable hit with the 
winners. 


Put it to work for 
you... by writing for the 
complete details to: 


P 
fe, 


fe 
$T. MORITZ aig 
ON-THE- PARK 

50 Central Park South 


New York City 
PLaza 5-5800 


Nancy 8. Zabe/ 
Sales Manager 


Youngest Salesmen 


Respond to Travel 


Milwaukee Sentinel carriers have been winning trips for years 


to as far away as Australia. Winners selected by drawing. Each 


subscription sold earns a chance for trip. Many trips in each 


contest so almost any boy can win. Contest planned for ‘59. 


EVEN THE YOUNGEST of salesmen 
are motivated by incentive travel. 

Last year two Milwaukee Sentinel 
carriers won a 17-day trip to Aus- 
tralia by way of San Francisco, Fiji 
Islands and Hawaii. Trip was also 
sponsored by American Weekly maga- 
zine and Qantas Empire Airways. 

Smaller trips were offered by the 
Sentinel, too, They included a cruise 
on the Great Lakes, vacation for five 
at a Wisconsin resort, tour of the 
Great Lakes Naval Training Center 
and a visit to the U. S. Air Force 
Academy at Denver and Colorado 
Springs. 

Promotion releases to the newsboys 
proclaimed, “Sentinel Carriers 
Become a Junior Diplomat to Aus- 
tralia.” Smaller trips were promoted 
as Junior Diplomat Specials. 

Contest for all trips ran from June 
1 to July 5. Carrier was entitled to 
one chance in the drawing for every 
four new subscriptions obtained. If 
carrier didn’t win Australian trip, his 
subscriptions still entitled him to 
drawings for the smaller trips. 

Daily and Sunday subscriptions 
were considered one order. Daily or 
Sunday subscriptions by themselves 
were considered one-half order. New 
subscriptions had to be for 15 weeks 
or longer. To be eligible, carrier could 
not have reached his 18th birthday 
by Aug. 4. 


> Even if a carrier didn’t win a trip, 
his extra work wasn’t for nothing. His 
orders could be redeemed for cash or 
merchandise. 

During Junior Diplomat campaign 
each boy received a list of ten com- 
mandments—criteria of a good Sentinel 
carrier. They were: 1. Delivery at 6 
a.m. 2. Prompt attention to subscrip- 
tion starts and stops. 3. Complaints— 
how many and attention given. 4. 
Route book and business ability. 5. 
Prompt payment of bill and regular 
collections. 6. Securing new orders. 
7. School grades, character and stand- 


ing in community. 9. Courtesy, gen- 
eral attitude and general appearance. 
10. Spending profits wisely or saving. 

Names of winners for Australian 
trip were picked first. Winners ar- 
rived in San Francisco Aug. 4 for a 
two- day stay. They then took off, via 
Qantas Airlines, for Hawaii followed 
by a stopover in Fiji. On Aug. 8 they 
arrived in Melbourne for a press re- 
ception and tour of Olympic sites. 
Here they met John Landy and Sedge- 
man along with other officials and 
leaders. Next stop was Canberra, Aus- 
tralia’s capital. Before arriving home 
on Aug. 21, boys had toured Sydney, 
Coolangatta and Australia’s Gold 
Coast. Activities included boomerang 
lessons, surfing, roller skating and a 
barbecue. Air miles totaled more than 
16,000. 

Four carriers won the cruise on 
the Great Lakes to Buffalo and Macki- 
nac aboard the luxury line, S. S. North 
American. “Fun, frolic and good food” 
were included on the seven-day trip. 

One carrier won a week’s vacation 
for his family at Red Arrow Lodge, 
Tomahawk, Wis. Only expense in- 
volved for carrier was transportation 
to and from the Lodge. 

Ten boys were taken on a three- 
day tour of the Air Force Academy. 
They were housed and fed by the Air 
Force and were able to observe the 
cadets in training. 

Tour of the Great Lakes Naval 
Training Center was easier to win. 
All carrier had to do was obtain one 
new order during Junior Diplomat 
campaign. Sentinel sent an advance 
scouting team—two carriers—io bring 
back an eyewitness report of the ac- 
tivities scheduled. 

This was not the Milwaukee Senti- 
nel’s first incentive travel contest. 
Other Junior Diplomat trips included 
tours of the British Isles, Italy, Switz- 
erland, Holland and Sweden. 

Incentive travel has proved so ef- 
fective for the Sentinel that it plans 
to continue a similar plan in 1959. 
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Think This Exhibit Stinks? 


By H. L. BARNEBEY © Vice President, Barnebey-Cheney Co. 


HOW DOES a small company with 
a minimum space and budget allot- 
ment go about competing with big 
corporations for attention at trade 
shows? This is a question that con- 
fronts many sales managers every day. 

Our company, Barnebey-Cheney of 
Columbus, Ohio, solved that problem 
with an unusual and dramatic ap- 
proach. We have manufactured ac- 
tivated charcoal and derived equip- 
ment for 40 vears, but had found that 
few people really knew anything 
about our product. Activated char- 
coal has an amazing ability to remove 
odors and impurities from air and 
liquid. It was used in the gas mask 
in World War I and now has count- 
less military, commercial and domes- 
tic applications. 

A few years ago we stepped-up our 
advertising and began to exhibit at 
chemical and air-conditioning trade 
shows. We were looking for some- 
thing different to prove we really 
could remove odors with activated 
charcoal. 

While mulling over various “smelly” 
smells that could be used for demon- 
strations we hit on the one thing that 
almost all people associate with odors. 
Our gimmick was skunks. 

It was as plain as the nose on your 
face. We purchased two “deacti- 
vated” skunks and immediately put 
them to work. Now, three years later, 
our pets are the most traveled and 
publicized skunks in the world. They 
have been in almost every city in the 
United States and even some in Can- 
ada. Most of the time they travel in 
the train or plane passenger compart- 
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ments. They've appeared on TV and 
have been written up in many news- 
papers, including the conservative 
New York Times. 

In our exhibits we place Sweet Pea 
and Delphinium, as they are appro- 
priately named, in a plastic cage. Air 
inside the cage can be smelled with 
and without activated charcoal. While 
their characteristic skunk odor has 
been removed, they still give off 
enough caged animal smell to estab- 
lish beyond a shadow of doubt that 
activated charcoal really does a job. 

It’s interesting to watch the typical 
show visitor’s first reaction to the 
skunks. He’s seen a lot, is thirsty for 
a cool drink, and dead tired. As he 
passes our booth he does a double- 
take. “What have those people got 
in that cage? Are they alive?” He 
approaches cautiously and asks a few 
questions. He breaks out in a grin a 
mile wide and we know he’s ready 
for the serious side of our business. 

When not scheduled for a company 
show, the animals have been made 
available to our salesmen and repre- 
sentatives, and have proved them- 
selves a valuable sales aid. When not 
traveling, they are kept in enclosed 
area in our warehouse. 

At the conclusion of 14th Interna- 
tional Heating and Air Conditioning 
Show in January, 1959, we decided 
the skunks deserved a_ well-earned 
rest. As a result, early this summer 
they will retire to the local zoo. 

We'll certainly miss the little stink- 
ers and are, of course, now faced with 
the problem of what do we do for the 
next show. 


be 


An ideal 
setting for 


conferences of 
25 to 100 


persons 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 
between New York and 
Philadelphia 

Perfectly Situated 
adjoining Princeton University 
campus 

Excellent Facilities 


spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 

Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 


appointments 


For information, write or call Sam Stewart, 
General Manager. Telephone W Alnut 4-5200 


Princeton, N. J. 


MASTER OF CEREMONIES Clete Roberts interviews panel composed of four top Buick salesmen. 


Telecast Panel Scores for Buick 


Closed-circuit TV meeting uses salesmen panel with telling effect. 


Audience responds to ideas offered by real salesmen. Remote pick- 


ups used at dealer showrooms. Entire show pre-taped first time. 


SALESMEN respond to salesmen. In 
a training situation, a star salesman 
can get away with elementary sales 
tips that would fall flat if offered by 
an executive. 

This may be the basis for the suc- 
cess of a closed-circuit TV session for 
Buick dealer salesmen in January. 


Techniques combined in this 31-city 
telecast reflected a high order of 
meeting craftsmanship. Each element 
of the program was carefully planned 
toward the ultimate objective: Have 
each Buick salesman use the tech- 
niques that sell cars for the star sales- 
men. 


From the thousands of men who 
sell Buicks across the country, the 
company selected four for its tele- 
cast meeting. These were members 
of Buick Royal Purple Salesmasters, 
the elite of dealership salesmen. They 
were selected after intensive inter- 
views at dealerships across the coun- 


TELECAST STOPS at strategic points to give salesmen in audience a chance to jot down ideas. 


try. Aim was to find four men who 
express themselves clearly to explain 
their methods of selling cars, and who 
have exceptional records to back up 
their convictions. 

These four salesmen became a 
panel, interviewed on the telecast, to 
elicit the secrets of their selling. They 
also served as a sounding board for 
ideas put forth by other salesmen who 
were picked up by remote camera 
crews right in actual dealer show- 
rooms. 

Telecast, which was broken into 
several segments, was integrated into 
a part live meeting which began 4 PM, 
Eastern Standard Time. Session ended 
a little more than two hours later. In 
between it hopped from coast to 
coast to pick up sales ideas—via re- 
mote camera—and provided a check 
list of things to do that salesmen took 
away with them in large tablets. 

Meeting was opened in each city bv 
the Buick zone manager. For about 
18 minutes, he discussed local eco- 
nomic conditions, and had each sales- 
man estimate his sales for the month. 
Before the zone manager finished, he 
had salesmen enter a sales objective 
in the tablets in front of them. The 
sales objective was a personal one that 
each salesman developed himself. It 
was simply the number of cars he 
wanted to sell during the next 30 
days. 

At 4:20 E.S.T., the telecast began. 
Clete Roberts was master of cere- 
monies. He announced, “Here with 
us in New York is a special panel of 
Royal Purple Salesmasters from Buick 
_ dealerships around the country—men 
who are going to share with us the 
selling ideas, the selling techniques 
that have helped them achieve out- 
standing sales records.” 

After quick cuts to dealerships in 
St. Louis, Cleveland and Miami to 
lend a sense of news-in-the-making, 
Clete Roberts introduced Edward 
Ragsdale, general manager, Buick 
Motor Division and v-p, General Mo- 
tors. Ragsdale une on a national 
level the type of material offered by 
the zone managers before the telecast 
got underway. He pointed out some 
fallacies: personal debt is excessive; 
you can’t have more savings and 
more sales, etc. 

Bulk of the telecast then revolved 
around an interview of panel members 
by Clete Roberts and interviews of 
salesmen at dealerships in four cities. 
Script was written based on the re- 
medi the star salesmen had made 
about each subject. By having their 
own words in the script, salesmen 
felt comfortable with them. They 
could be more relaxed and sound 
natural. 

A big aid to relaxing the cast—and 
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TELECAST REACHES dealer salesmen gathered in 31 cities around the country. 


DEMONSTRATION RIDE, filmed from a helicopter, is weak point in telecast. 


unknown to the audience—was the pre- 
taping of the entire program the day 
before the meeting. Because it was 
put on éape a day before, salesmen on 
the panel didn’t have to worry about 
mistakes. If they show didn’t go right, 
it could be done again. This “insur- 
ance” was a psychological tranquilizer. 
It was unnecessary to retape the pro- 
gram or to put it on live the next 
day (as was planned originally). 

This Buick meeting was probably 


the first use of video tape for a closed- 
circuit session. Images on a big screen 
were as clear as live transmission. 
Hence, you may expect to see many 
closed-circuit telecasts on tape in the 
future. Flexibility of tape, plus the ia- 
surance factor, almost demand pre- 
recording for performances by non- 
professionals. Tape, unlike film, is 
ready for use as soon as it is recorded 
and seems to offer a brighter picture 
than film. 
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JACKSONVILLE 
FLORIDA. 


The South's }- x | : 
finest et oe Oe ol the CHATTANOOGA’S Leading LAKE RESORT 


Commercial- Invites Your Consideration of 


* Convention Hotel Its SALES MEETING Assets: 

. Inspiring lakeshore “club-like" atmos- 
phere with Restaurant and Lounge 
equipped for 100 


. No disturbing counter-attractions — 10 
miles from City limits 


Fully-equipped air-conditioned house- 
keeping cottages; snack bar 


Playgrounds for children and adults; so 
family members can enjoy the Resort 


if desired 


All-year Sport Fishing on famous TVA 
waters—tops in Spring and Fall. Sturdy 
aluminum boats, new motors 


Satisfied Patrons! Example: Esso Booster Club's 

. Henderson reports on their Esso Standard 
* COMPLETE CONVENTION FACILITIES Oil district meeting: "We found food, service, 
atmosphere of highest type."’ 


* BALLROOM FOR 1100 « EXHIBIT AREA 


* TRAINED CONVENTION STAFF 


In the Heart of Downtown Jacksonville 


Conceived and engineered as the ultimate in 


o- dates available in April-May-June, also Sept.- 
ov. send for full-color brochure picturing the 
full “facilities. Address: 


LORET Resort VILLAS City Office 


35 W. Main, Chattanooga 8, Tenn. 


commercial-convention hotels, the Robert Meyer 
presents a unique “custom tailored facilities” ee 
concept... to make your 1959 executive or group 
meetings the very finest you have ever staged! 


ee Rie Se ee, Me ey 


@ One-floor “convention center” 


Florida’s Famous 


Hotel Ponce de Leon 


®@ Meeting and banquet rooms for from 25 to 1100 
@ Theater lighting; closed-circuit TV 

@ 550 outside, air-conditioned rooms 

@ Radio, TV and Hi-Fi in every room 


® Drive-in registration—elevators to rooms 
@ Inside parking for 250 cars 
@ PLUS a willing, experienced convention staff! 


Write today for full information, rates and availabilities— 
or call Jacksonville Elgin 5-4411 
Robert B. Neighbors, Vice President - General Monager 


with its exceptional 
facilities for 330 


FLORIDA EAST COAST HOTEL CO. 


Proudly presents 
the New, Deluxe 


PONCE DE LEON MOTOR LODGE 


ERIE, PENNSYLVANIA 


By the Shores of Lake aes . 400 Luxurious 
Guest Rooms .. . . . « Redecorated 
Executive Suites . . "an Minute to Rail- 
road Station . Five Minutes to Airport 
24-Hour Parking just Fifty Cents . . 

Excellent Accommodations for Conventions 
and Sales Meetings, from 10 to 600 . 
Large Exhibit Area . . . Unexcelled Recrea- 
tional Facilities . . . Distinguished Cuisine 
and Service, 


located right on the Championship 
Ponce de Leon Golf Course. 
Accommodations for 140 persons. 


For complete information on both 
properties write 
Edward G, Fiather, Jr., Mgr. 


P. O. Box 1291 
Saint Augustine, Florida 


Call Manager Collect— 
ERIE 2-523! 
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With possibilities of slip-ups when 
you use remote pickups, as with the 
Buick telecast, tape is a director's 
dream. If a remote doesn’t come 
through properly, it can be picked 
up later and the tape spliced in where 
it belongs. Fortunately for Buick, re- 
mote pickups from dealerships went 
smoothly. Only one man pean 3 
the audience didn’t seem to catch it. 
The salesman used the word “tonight” 
instead of “this afternoon,” because 
the tape had been made the night 
before while the program was trans- 
mitted in the afternoon. 

Originally planned as the big “piece 
of business,” for the telecast, a heli- 
copter remote pickup of a demonstra- 
tion ride in California turned out to 
be the weakest part of the program. 
Aim was to show how a star salesman 
handles a demonstration ride with a 
prospect. A radio transmitter and 
microphone were put in the demon- 
stration car and the dialogue between 
salesman and prospect was picked up. 
At the same time, a helicopter hovered 
over the car as it sped along so that 
you could see the demonstration ride 
as.well as hear what went on. 

The audience was assured that the 
salesman who gave the demonstration 
was told about the recording of it 
before it was put into the program. 
This was to prevent anyone's feeling 
that the company was spying on a 
salesman and was putting him on the 
spot. 
The helicopter remote was weak on 
several counts. First, the ‘copter was 
too high over the car to let you see 
more than the car with two heads in 
it—sometimes. Transmission was not 
too clear—especially when blown up 
for a large theater screen. Biggest 
weakness of the whole bit, however, 
was audience reaction. 


® Some salesmen in the audience 
seemed to react adversely to this dem- 
onstration ride. Some indicated that 
the “ride” was too pat, that they 
don’t have a route anything like that 
on the screen to use for > Arete 
tions. Just what bothered salesmen 
that were interviewed about the dem- 
onstration ride never came to the 
surface. At any rate, they scored this 
part of the program at the bottom. 

Top on their list was the salesmen 
“segs They liked this. Some went so 
ar as to say that company executives 
should have said less and given more 
time to the panel. 

While salesmen responded well to 
the panel, they generally were quick 
to say they knew all the points that 
panel members made. Only about 
17% of salesmen interviewed by Sales 
Meetings after the telecast indicated 
that they learned anything new. (Of 
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course, to say you didn’t know every- 
thing that was discussed on the screen 
was an admission of poor salesman- 
ship, so maybe that 17% figure is 
not accurate.) 

Telecast was interrupted at strategic 
points to provide time for salesmen in 
the audience to record pertinent in- 
formation in their tablet notebooks. 
After the first 20 minutes of telecast, 
house lights were raised in the 31 
hotel ballrooms and auditoriums across 
country. Zone managers instructed 
audiences to list features of the new 
Buick that the star salesmen said they 
find most effective. Of course, after 


listening to a half dozen star sales- 
men, there wasn’t much of a feature 
left out about the new Buick. After 
seven minutes of note taking, the tele- 
cast resumed for another 29 minutes. 

House lights came on again for an- 
other 10 minutes of note taking on 
the points covered by the telecast; 
then back to the telecast. 

To add extra weight to the impor- 
tance of getting a prospect to take 
a demonstration ride, Buick an- 
nounced a contest. Shoppers were 
to visit each Buick agency and give 
$25 to every salesman who properly 
tried to set up the prospect for a 


“ " 
The Vow Beit iw Enbibct Fneilitios 
Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 


ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 


ew orl 


DUANE W. CARLTON, President 


TRADE SHOW 
BUILDING 


EIGHTH AVENUE AT 35th STREET 
500 Eighth Avenue, N. Y. 1, N. Y. 


LOngacre 4-4100 


® 4 floors— 200 rooms with display 
windows — complete circulation — 


no dead ends! 

@ 1 open floor of 18,000 square feet 

® Acoustical ceilings 

® 6 hi-speed elevators plus heavy duty 
freight lift 

@ Modern lighting equipment — ample 
A.C. 110 and 220—3 phase 

® Crew of experienced personnel 

® 8th Avenue, 35th to 36th Streets 

©@ Tunnel to Penn Station 

© Adequate facilities for storage 

® Restaurant & Beverage Facilities — 
room service 

® Free tables, shelving, racks and chairs 

© Spotlights—special peg-board 
display walls 

© No gratuities for service 

© Nearly 5,000 hotel rooms adjacent 

® Center of Show Area 

® Telephone in each room— 
switchboard service 

Diagonally Across from Hotel New Yorker 


COMPLETELY AIR-CONDITIONED 
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what's 


new in 
exhibits? 


\ E USUALLY USE this space to tell you about a 
few of the current projects undertaken by our talented 
and versatile staff, items which we believe will be in- 
teresting to the readers of SALES MEETINGS. 


T 

HIS ISSUE, however, we feel should be devoted to 
the one big over-riding item about which interest is 
continuous, namely, what can be done to cut down the 
high cost of exhibits? 


aa THOSE WHO participate in Trade Shows, In- 
dustrial Shows and Public Expositions, whether four or 
fifty per year, we’ve developed a PLAN—a plan that 
works! 


Because of what it is and what it does, we call it the 


IVEL PLANNED ECONOMY PROGRAM 


: ee IS A PLAN which is calculated to do, two 
things for the harried exhibitor: take care of a car- 
load of petty problems that ordinarily make life tough 
for him, and stretch his tight budget a lot further. 


If you're interested, send for our new booklet, 
“The Story of Ivel’s Planned Economy Program.” 


VEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 
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demonstration ride. Buick expected 
to hand out $75,000 for this con- 
test during the 60-day period it was 
to run. 

Salesmen who were interviewed 
after the telecast hoped that the con- 
test would be better than some previ- 
ous shopper contests. Consensus seems 
to be that in past contests, it was too 
easy to spot shoppers and hence was 
not a real challenge. 

Even the most cynical salesmen 
liked the telecast, if only to brag that 
they knew all the clever ideas re- 
vealed by the panel. It offered a fine 
review of all the things a good sales- 
man should do—but often forgets. Its 
fast pace and sense of urgency through 
use of remote pickups kept interest 
high throughout. Dialogue seemed 
natural and spontaneous. The show 
didn’t appear to be “fixed”. This gave 
believability to statements made by 
panel members. 

One of the most effective tech- 
niques employed during the telecast 
was the two-way conversations be- 
tween panel members and a sales- 
man in a dealership in Cleveland. 
This give-and-take between salesmen 
on how to handle a tough sales prob- 
lem (the customer who only wants to 
talk price), made points with the audi- 
ence. Honest reactions of salesmen 
on the screen—no pat answers to this 
problem—had a telling effect. 

It was this sticking to reality that 
made the telecast leap out to the 
salesmen and created a bond with the 
panel on the screen. It is an effect 
that is seldom achieved in a training 
session for “old hands.” 

This telecast was produced by Sales 
Communication, Inc., New York City. 
Telecasting was handled by Tele- 
PrompTer Corp., New York City. 

In each hotel or auditorium used 
on the circuit, a standby projector 
was available in case of equipment 
failure. The extra equipment wasn’t 
needed anywhere during the program, 
but was added insurance that no city 
would be blacked out because of me- 
chanical trouble on the local end. 

Comparatively few weeks went into 
the production of. Buick’s telecast. 
Film segments had to be shot in 
Miami and California. Crews had to 
be lined up for remote pickups. Ar- 
rangements had to be made for local 
outlets from Atlanta to San Francisco 
and from Boston to New Orleans. 
Viewed on Jan. 7, the telecast was 
planned Dec. 15. 

Rehearsal of panel members was 
in an NBC studio in New York City. 
Rehearsals were by subject rather than 
script. Thus salesmen spoke their own 
words—were not restricted to their 
original comments drafted into the 
script. @ 
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AGENTS INVITE executive Marvin L. McCarthy to talk at their meeting. 


<4 BYRON CROSSE, one of Northwestern Mutual’s top district agents, 
uses charts to illustrate points in his talk on family financial planning. 


Sales Force Pays to Attend! 


Northwestern's agents run their own annual sales meetings and 
pay their own way. Company executives talk by invitation only. 
Company pays for many functions and makes use of its new audi- 
torium available. Meetings really started to grow in 1906 when 


Northwestern stopped paying agents’ expenses to attend them. 


By PATRICIA HERZOG EHR 


AGENTS AND WIVES enjoy 
entertainment and music at 
dinner-dance given for 
them by the company. 
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THERE ARE 1,314 life insurance 
companies in the United States, and 
they all have sales meetings. 

The Northwestern Mutual Life In- 
surance Co. has its sales meeting, but 
what makes it unique is this: Nearly 
1,000 members of the Northwestern 
sales force from all parts of the coun- 
try think the meetings so worth-while, 
they pay their own expenses to at- 
tend, and over half bring along their 
wives and families. 

Although the Northwestern holds 


several regional meetings during a 


year in various parts of the country, 
the largest one, which is typical of 
all of them, is held during the month 
of July in Milwaukee, home office city 
of the company. It is a gathering with 
information, education, and sales 
ideas. Its primary purpose: to enable 
Northwestern agents to render better 
service to the company’s policyhold- 
ers. 

Not only is this Northwestern meet- 
ing different in the respect that agents 
will come from all parts of the United 
States to attend at their own expense, 
but is different, too, in that the three- 


“TRedissety 


MINNEAPOLIS 


@ BALLROOM CAPACITY — 1,500 
for meetings, 1,000 for banquets 
AIR CONDITIONED public space 
FREE RADIO.TV all rooms 
CLOSED CIRCUIT TV facilities 
500 first class guest rooms 
GARAGE connecting—750 cars 
18,000 sq. ft. exhibition space 

FREE visual aids supplied 


110 and 220 volt 
circuits 


The Hotel 
of distinction 
in the heart 
of downtown 


Minneapolis 


Phone 
FE 3-218! 
Teletype 

MP-423 


THOMAS J. MOORE 
President 
DONALD E. CLAYTON 
Manager 
TOM FITZGERALD 


Sales Manager 


day program is arranged by an elected 


. committee of agents themselves and 


even company officers appear thereon 
only when invited. And since every 
year nearly a thousand members of 
Northwestern’s sales force think it 
worth-while to pay their own ex- 
penses to Milwaukee during the hot- 
test month of the year, it is obvious 
that these programs are of tremen- 
dous interest and appeal. 

Roots of this unique meeting go 
deep; back almost to the year of com- 
pany’s birth. It was in 1861 the first 
attempt was made to convene the 
field force. That meeting was called 
to consider sales and service prob- 
lems arising from the outbreak of the 
Civil War. During ensuing years, 
other meetings were arranged, all 
with such beneficial effects that the 
Association of Agents in 1877 de- 
cided upon regular annual meetings 
to be held at the company’s home 
office in Milwaukee. 

In years past, July meetings were 
scheduled wherever space was avail- 
able, even in a tent erected on the 
flat roof of the company’s building. 
Now meetings are held in the air- 
conditioned home office auditorium 
that holds over: 1,200 people. How- 


ever, number of persons who attend 


these meetings for the last few years 
has exceeded the capacity of the 
home office auditorium, making it 
necessary to rent larger available 
auditoriums in the city, expense of 
which the company assumes. 

Indeed, it is a curious and psycho- 
logically significant fact that it was 
only since 1906, when the company 
discontinued the practice of paying 
any of the expenses of attending 
agents, the size of these meetings 
really began to grow rapidly. 


> With the exception of the World 
War II interruption, the July three- 
day meeting has been held every year 
for over three-quarters of a century 
for the purpose of agents’ becoming 
better acquainted with each other, 
with company officers and trustees, 
and to consult together as to common 
interests and to communicate the 
wishes and suggestions of the policy- 
holders. 

At each July annual meeting, a new 
committee of agents is elected that 
will prepare for next year’s meeting. 
Twice during the forthcoming year, 
this committee, plus officers of the 
agents’ association, will travel to the 
home office at the expense of the 
Association of Agents, to lay plans 


A Complete Resort 


or plane if you wish. 


OPEN ALL YEAR 


250 ROOMS 
WITH BATHS 


1 MEETING 
ROOMS 
SEATING 50 TO 450 


135 MILES FROM 
NEW YORK 
60 MILES FROM 
PHILADELPHIA 


The Flanders 


If you are looking for a quiet spot—away from distractions—where conventions 
are really pampered—look no further. Located on the ocean nearby to New 
York or Philadelphia, you'll find every facility you need—handled by a staff 
that goes out of their way to please. We even meet your delegates at the train 


And speaking of facilities, we have everything to make your leisure hours 
pleasant; from nearby golf, swimming, tennis or just plain lounging around. 


You'll get so much more accomplished at the Flanders and enjoy doing it, too! 


For details write: Mark D, Turner, Managing Director 
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for the coming meeting. 

While the brunt of the expenses of 
the meeting are arrogated by the 
— association, the company in 
addition to furnishing the auditorium 
in which meetings are held, gives a 
dinner-dance for all agents. This event 
is where guests may renew old ac- 
quaintances, make new ones, and 
where they also may become better 
acquainted with company officers. 
Company also is host at a women’s 
luncheon for all attending wives and 
guests; at a luncheon honoring all 
new agents who have become mem- 
bers of the Northwestern field force 
within the preceding two years, and 
a breakfast for all members of the 
sales force who have sold not less 
than a half-million dollars of North- 
western insurance in the preceeding 
12 months. Company also reports 
minutes of the meetings and pub- 
lishes them in handsome bound books 
which are given to each dues-paying 
member of the agents’ association for 
his information and reference. 

Officers of the company are cor- 
dially invited to attend all events of 
the meeting, which include those 
sponsored by both the company and 
agents’ association; however, officers 
of the company must pay full asso- 


ciation dues, thereby becoming hon- 
orary association members. 

In many respects, history of the 
unique series of meetings is the his- 
tory of Northwestern itself. Problems 
the company faced and solved, war 
and peace, good times and bad — all 
had their effect upon the meetings. 
Spread upon their reports and min- 
utes are methods, thoughts and ideas 
of the men who made Northwestern 
a great company. 

No one who recalls his acquaint- 
ance with the strong personalities who 
made these past meetings what they 
were, or having any familiarity with 
the recorded minutes, has any doubt 
whatsoever about the immense value 
of the annual meetings. 
life insurance agency work is based 
upon unshakable beliefs and convic- 
tions; upon loyalty to those convic- 
tions; and upon knowledge and meth- 
ods that convert them into action and 
reality for the policyholder. These 
periodic meetings have been a power- 
ful factor in the creation and mainte- 
nance of those beliefs and convictions 
and in the higher education of the 
company’s agency force. 

For over three-quarters of a cen- 
tury, this unique Northwestern meet- 
ing has proved to be not only a sound 
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YOUR convention? 


HERE on the MONTEREY PENINSULA it’s 


1. The world’s finest facilities 
. Old Spanish California hospitality 
. Fisherman’s Wharf, Sea Food, Fine Restaurants 
. An area of natural beauty made famous by 
the Bing Crosby Tournament at Pebble Beach 
5. Five of the world’s greatest golf courses 


Offer YOUR people that “extra something” they've been seeking. 
Get away from the ordinary. Pick the best . . . 


WRITE NOW FOR MORE DETAILS: 


MONTEREY PENINSULA VISITOR & CONVENTION BUREAU 


Box 1571 Monterey, California 


Successful _ 


investment for those who pay to at- 
tend it—agents themselves—but to the 
lasting benefit of the entire company 


and alj its policyholders. 


> Although the Northwestern meet- 
ing is definitely a sales meeting, be- 
cause those who attend pay their own 
way and are, or intend to become 
long-time career representatives of the 
company, it has an emotional under- 
tone, too. As one well-known insur- 
ance editor wrote after attending a 
meeting, “The Northwestern’s annual 
meeting is more than just a meeting— 
it is also an emotional experience.” 


Capex 


+... When you see 


THIS LOGO 
on shipping cases 
at trade shows... 
you can be sure the 
exhibitors are get- 
ting the most out of 
their show budgets. 


If you don’t know 
the Capex story 
about low cost dis- 
plays...we’ll be 
glad to tell it to you. 


CAPEX COMPANY, Inc. 
615 SOUTH BOULEVARD 
EVANSTON, ILLINOIS 


Ray a 


CONFETTI FLIES as band strikes up “Seventy-Six Trombones” in grand finale of “The Money Men.” 


Set Your Meeting to Music 


Paint company sets a routine session to music. Uses talent of 


own personnel. Puts lyrics to popular songs and rents some 


costumes. Show was a hit and was put on the road for distributor. 


CAN A ROUTINE sales meeting be 
turned into a gala affair without losing 
sight of the main purpose—or small 
budget? 

Martin-Senour Paint Co., Chicago, 
wanted to give its salesmen a good 
time at its annual meeting because 
the company had enjoyed a success- 
ful sales year. It also wanted to launch 
new promotional material, honor top 
salesmen, demonstrate new equip- 
ment and create interest in new ap- 
proaches to selling. 

Was it possible to tie all these 
angles into one interesting package? 
Martin-Senour officials thought so. J. 
R. Degnan, vice-president in charge 
of sales, came up with the production 
of “The Money Men,” takeoff on the 
Broadway smash, “The Music Man.” 

Planning began about two-and-a- 
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half months before opening night. 
Production was written and organized 
by staff members according to indi- 
vidual assignment. Regular progress 
reports were given at planning meet- 
ings. However, like most productions, 
“The Money Men” was put together 
in the final two weeks. In fact, just 
a few nights before the show, it was 
discovered that salesman Robert Has- 
sell had an exceptional gift for lyrics, 
so much of his talent was used in the 
final production. 

Stage for two-day “spectacular” 
was built in the meeting room of Chi- 
cago’s Conrad Hilton Hotel. Producer 
Degnan, his cast and _behind-the- 
scenes men arrived in Chicago for 
rehearsals two days before conference 
opened. 

Theme of “The Music Man” was 


changed slightly in the adaptation to 
“The Money Men.” Original music 
man is a salesman, but a phoney one 
attempting to hoodwink the public. 
Martin-Senour’s money men are also 
salesmen, but honest and hardwork- 
ing ones, 

Not all of the musical numbers 
were taken from “The Music Man”— 
other songs were used when lyrics 
could be adapted to put across par- 
ticular selling messages. 

Production opens with a parody on 
“You've Got to Know the Territory.” 
National advertising and direct mail 
campaign is launched to a fanfare of 
“Stars and Stripes Forever” and “horn 
blowing” promotional activities are set 
to the music of “Blow, Gabriel, Blow.” 

Performer appears on stage dressed 
in a raccoon coat. He announces to the 
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AMERICAN 


the Jet Airline brings you 


THE NEW JET-POWERED 


ELECTRA FLAGSHIP 


American made you a promise. A promise to bring you 
Jet services that would fill all your important travel needs 
in the Jet Age. 


First, American introduced the great Boeing 707 Jet 
Flagship for new comfort and magic time savings on 
transcontinental flights. Now American begins its sec- 
ond stage—to bring you the wonderful advantage of Jet 
Flight on shorter trips in the Jet-Powered Lockheed 
Electra—newest, fastest of all Jet-prop airliners. 


Everyone loves the Electra Flagship. You'll develop a 
special fondness for the Electra. Like all Jet-powered 
planes, it is quieter, more restful than any you’ve known 
before. Vibration, primary cause of travel fatigue, is al- 
most completely gone. With all its speed, you feel an 
unhurried serenity. 


The Electra is big—and this bigness is used for your 
comfort. Seats are extra-wide, extra-deep, with broad 
arm rests and chairside table in between. A wide, wide 
aisle leads to an intimate lounge. 


A new kind of plane—a new kind of service. The 


Electra gives you Jet speed of 400 miles per hour or more. 
Because it takes off and lands quickly, it can serve any of 
American’s cities. Yet it can fly across the country without 
pause, so great is its range. The Electra Flagship is an 
impressive performer in other ways. The full-size, built-in 
loading ramp folds and unfolds in seconds. There’s provi- 
sion for carry-on luggage. Other baggage goes into special 
containers which are loaded into the plane as a unit. 


You can rely on American—its people and its planes. 
The Electra Flagship, like the 707 Flagship, is a solid 
symbol of American’s leadership in the Jet Age. Equally 
important is the desire on the part of American’s people to 
provide a service so pleasant, so much to your liking, that 
Flagships will always be first choice for your travels. For 
reservations, see your Travel Agent or American Airlines. 


Now in operation—Electra Flagship Service between 
New York and Chicago: New York and Detroit. Avail- 
able soon in Boston, Washington, Buffalo, Toronto, 
Dallas, Ft. Worth and many other cities. 


Whenever you fly, rely on 


AMERICAN AIRLINES 


THE JET AIRLINE 
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TRANSPORTATION 


1041 
CLEVELAND (3, OHIO ' City Zone 


SPECIAL ATTENTION TO ~ 
DISPLAY. TRANSPORTATION 


Long "know how" in handling crated displays and exhibition hall 
procedure makes them the favorite of exhibitors and display 
producers everywhere. 


DIRECT SERVICE TO AND FROM... 


DETROIT 
NEW YORK 


$0. BEND TOLEDO 


CAMDEN 


PITTSBURGH PHUADELPHIA 


ATLANTIC CITY 


(CONNECTING LINE SERVICE TO OTHER POINTS) 


Write for LONG'S Special Display 
' Transportation Brochure. 

COMPANY ' Name 
FRONT AVENUE Company 


State 


Sales Executives stay at and recommend 
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Your Gracious Host in Pittsburgh 


8 Function Rooms, Seating 25 to 1,000 


w PITTSBURGH 
* SALES MEETINGS 
* CONVENTIONS 
BANQUETS * SHOWS 
600 ROOMS 


i & ag i The Better Place in All 
PITTSBURGH for 


HOTEL 


4415 Fifth Ave., Pittsburgh 13, P. 


8 Air Conditioned Function Rooms 


a. 
MAy flower 1-7700 
Teletype PG 253 4 


150 Car Parking Lot Adjoins Hotel 


Henry J. Huemrich V.P. & Geni. Mgr. 
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tune of “Button Up Your Overcoat,” 
a new report form which will aid 
sales representatives. 

Another skit starts off with four 
men in a canoe. They sing about the 
company’s line of marine finishes 
while paddlin their canoe “On Moon- 
Bay.” “I Cried for You” is a sad — 
about a specific poe which ha 
not been pushed hard enough during 
the year. 

Quartet of carnival pitchmen in 
gaudy suits come on stage to sing 
a takeoff on “Gossip” from “The Music 
Man.” Their song tells of the rumors 
and gossip which are spread about 
various products in the paint indus- 
try. Degnan then takes the floor to 
remind audience that no one can rely 
on gossip—you have to know the facts. 
He then gives facts on new electronic 
color-mixing machine, Colorobot. 

Degnan takes the stage again—this 
time appearing as a rich Arab swing- 
ing a bag of money to the strains of 
“The Money Machine.” He advises 
salesmen that they too can be rich— 
by selling “Jet Blender,” new counter- 
top color-mixing machine. Salesmen 
can be as rich as an Arabian million- 
aire through “aggressive, imaginative 
selling,” says Degnan. “We're in the 
Money” points out possibilities of big 
profits for salesmen carrying Martin- 
Senour products. 


Parody on “Trouble,” also from 
“The Music Man,” is a general plea 
for a greater selling effort. Song took 
the theme, “Oh Yes, We Got Trouble, 
Right Here at Martin-Senour.” 


“Pack Up Your Troubles” advises 
salesmen to solve their problems by 
stowing them away in their old kit 
bags and hitting the road hard. “Sev- 
enty Six Trombones,” main theme 
throughout, tells how Martin-Senour 
men “led the big parade” in the paint 
industry. Other numbers included “T 
Believe,” “Accentuate the Positive” 
and “I’m Forever Blowing Bubbles”— 
all with a selling message. Most of the 
musical accompaniment was provided 
by a professional piano player. In 
addition, some records were used. 

Salesmen were pleased because 
many of them participated in some 
phase of the production—either writ- 
ing, organizing or acting. They also 
enjoyed seeing their fellow-salesmen 
singing songs or acting in skits. Martin- 
Senour officials were pleased, too, be- 
cause production pepped up what 
otherwise would have been a routine 
sales meeting. Company was also 
pleased with the low cost. Only extra 
costs were for props, scenery, rented 
costumes and the piano player. 

Highlight of the program was the 
A-1 treatment given to the six top 
salesmen. They were treated like 
“angels”. Not only did they sit in 
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WILLIAM M. STUART, Martin-Senour p 


if 
A 


J. R. DEGNAN, Martin-Senour vice-president, dons garb of an oil-rich Arabian 
shiek and enters swinging his money bags to the tune of “We're in the Money.” 


roped-off easy chairs but they were 
supplied with $1 cigars, served 
breakfast in bed and feted at dinner. 

This added an element of mystery 
to the conference because the six men 
did not know at first why they were 
being given special treatment. No in- 
centive program had been announced. 

Curtain on “The Money Men” fell 
to the stirring theme of “Seventy Six 
Trombones.” Finale had the spirit of 
an oldtime political convention com- 
plete with confetti, streamers and 
noisemakers. “Delegates” marched 
past a desk to get their quota for the 
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resident, kicks off unique sales meeting. 


following year and a gift to take home 
to their wives. 

Reviews of “The Money Men” were 
so good that production went on the 
road. Whole works was transported 
to the President Hotel, Waterloo. 
Iowa, to a sales meeting of Standard 
Glass and Paint Company, Martin- 
Senour distributors. Standard Glass 
turned the second day of its meeting 
entirely over to Martin-Senour men, 
who put on an abridged version of 
“The Money Men.” Show will be 
given at other locations in the future. 


* 


WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


. . . 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
. .. thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 


. ». superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
.-- 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
Joseph E. Kosakowski, Manager 


VU. Ss. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


AIM OF OUR EXHIBIT is to show “a corner of America” to people uninformed about our way 
of life. Domed building will present facts. Curved-roofed building will show products. 


Our Exhibit's Mission to Moscow 


Aim of U. S. fair in Moscow is to give Russians a true picture 


of America for the first time. There is to be no censorship 


of our exhibits. Russians buying our buildings at half price. 


Deadlines “impossible”, hut we hope to open exhibition July 4. 


EVERYONE connected with Ameri- 
can National Exhibition, planned for 
Moscow this summer, says it is “im- 
possible”. But they work at the 
impossible with the special kind of 
zeal that Americans display when 
confronted with a challenge to in- 
genuity and efficiency. 

Staff of between 30 to 40 labor in 
an obscure building in the South East 
section of Washington, D. C., to 
formulate plans and coordinate ideas 
from our Department of State, 
Department of Commerce and U. S. 
Information Agency. Another group, 
numbering about 30 designers, are 
hard at work in the New York City 
office of George Nelson and Company, 
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Inc., to devise displays for our two 
major buildings and open-air plastic 
structures. Still another group, archi- 
tects in the Los Angeles and New 
York City offices of Welton Becket & 
Associates, are busy drawing up final 
details for the buildings whose foun- 
dations are now being laid. 
Impossibility of plans, which is 
explained as a preface to any dis- 
cussion of our exhibit in Moscow by 
anyone involved with it, is that we 
have so little time. Starting from a 
grass turf, we have to erect perma- 
nent buildings, install thousands of 
feet of exhibits, and swing open the 
doors to millions of Russians on July 
4—just seven months from planning. 


Just shipping time for structural parts 
and displays lops off many weeks. 
Everything must be shipped by boat 
to Helsinki and then be transferred to 
trains for the trip to Moscow. There 
they have to be trucked to the site, 
Sokolniki Park, about 15 minutes by 
subway from the Kremlin. 

Not since the war years has Wash- 
ington had anything to approach the 
cutting of red tape and knocking over 
of bureaucratic roadblocks that is go- 
ing on to get our exhibit up in Mos- 
cow. All the short cuts of Washing- 
ton-wise career government men are 
coming to the aid of the fair. 

For instance, rather than go to the 
Hill for a Congressional appropriation, 
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REAR PROJECTION of motion pictures will be used in domed building. New Circarama film will be shown in another building. 


MARCH 20, 1959 81 


Everything is. 
NEW 


specially for you and your meetings 


In the summer of ’60 Detroit’s new Cobo Hall will make its bow 
as an impressive showcase for companies such as yours. A year 
later the magnificent Convention Arena will begin hosting your 
festivities. New hotels and motels are already reflecting the luster 
of Detroit’s newness. 

But the newness of Detroit is more than skin deep now that we 
offer our newest service . . . a service that consists of newness itself. 
When your company goes on display it can perform in style by 
having all new booths and accessories. Our complete new inventory 
of draperies, carpeting and furnishings will give your display the 
setting it deserves. 

ALL NEW ‘Tubular steel booth frames—safe, sturdy and easily 
adjustable. 


ALL NEW 


Luxurious draperies and carpets in the shades and 
textures that good taste demands. 


ALL NEW 
ALL NEW 


Bright, comfortable molded glass fiber chairs. 


Tables, ash trays, lamps and other accessories. watts 
S fy 


4 


So, pull this page and drop it in your file labeled “‘con- 
ventions.’’ Or better yet, drop us a note now and get the 
full story of our convention services and our tasteful, 
budget-hugging display work. 


eEKHIBIT , 
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X| HI I |B] 1 || company 


1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 


Designers and Manufacturers of Displays, Animations, Training 
Devices, Exhibition Buildings and Sales Presentations 


‘ih 


IN PHILADELPHIA 


THE ONLY COMPLETE EXHIBIT 
INSTALLATION AND DISMANTLING SERVICE 


SHO-AIDS, INC. 


- 277 S. 59th Street, Philadelphia 39, Pa. 
Telephone SHerwood 8-2622 


Write for your FREE Trade Show Exhibit Kit 
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funds ($3.6 million) were made avail- 
able by some White House bookkeep- 
ing (which includes a special account 
for Mutual Security). To set up 
American National Exhibition’s office, 
employes were borrowed from depart- 
ments that are involved in the enter- 
prise. 


> Harold Chadick McClellan, a 
former assistant secretary, Interna- 
tional Affairs, Department of Com- 
merce (1955-57), former president, 
National Association of Manufacturers 
(1954), and president, Old Colony 
Paint and Chemical Co., Los Angeles, 
heads the “impossible” project that is 
to be “a corner of America” in the 
heart of Russia. 

It took Mr. McClellan six weeks to 
negotiate an agreement with the 
Russians for an exchange of exhibits. 
(When friends asked where he got 
the patience and talents to negotiate, 
he is alleged to have cited his experi- 
ence in working on the project to get 
the Brooklyn Dodgers to Los 
Angeles. ) 

What kind of a deal did McClellan 
get? First, we have use of the biggest 
park in Moscow as a site. Second, he 
sold our buildings to the Russians at 
half their construction costs even be- 
fore the Russians had seen building 
plans. Third, he included a _ no- 
censorship clause in the agreement 
with an understanding that Russia 
would supply labor when needed at 
the tourist rate of exchange (10 rubles 
to a dollar) instead of official rate (4 
rubles to a dollar). 

Fast pencil work—dealing with 
many unknowns (including Russian 
labor costs and productivity)—came 
up with a cost of $750,000 as cost of 
the two main exhibit buildings. Russia 
will pay $375,000 for them when we 
move out. 

This is a pretty good deal, Me- 
Clellan explains, because if we didn’t 
sell our buildings, it would cost plenty 
to remove them and restore the area 
to the original park setting. Another 
advantage, he points out, is that the 
buildings will remain as a permanent 
reminder of America in the heart of 
Russia. 


> Our main building will be a 200- 
foot diameter aluminum gold-anodized 
(tinted) geodesic dome. It will be 78 
feet high and have 30,000 sq. ft. of 
floor space. Second building is a fan- 
shaped exhibition hall, 28 ft. high, 
with a glassed front and rear, and 
covered by an accordion-pleated alu- 
minum roof. 

Designers who labor on exhibits to 
fill these huge halls refer to them with 
some affection as the dome and glass 
box. 
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You Can Visit Moscow and 
American Exhibit with Editor 


YOU CAN VISIT our American fair in Moscow with an expert. 

If you have never been to Russia and want to see what it’s 
like ..... and if you want to see what kind of a story we are 
telling the Russians through our exhibits plan right now 
to join Editor Robert Letwin, Sales Meetings, on his tour. It 
will be a 12-day visit to Moscow and other key cities in Russia. 
You will spend about five days in Moscow to see the sights 
and our American National Exhibition with the guidance of an 
authority on expositions. 


This Sales Meetings-sponsored tour is limited, so if you have 
any interest in this trip, write immediately to Editor Robert 
Letwin for details. Trip will start from New York City on 
Aug. 9 (Sunday) via a Pan American World Airways 707 jet. 
Group will transfer in Paris to a Russian jet for non-stop flight 
to Moscow. 


Complete tour—air fare, hotels, meals, transfers, gratuities, 
sightseeing—will cost $1,095. Stop-overs in many European cities 
on the way home are permissible without extra air fare. 


Because the group must be limited in size, reservations will 
be honored in the order in which they are received. For a com- 
plete itinerary and reservation form, write immediately to: Edi- 
tor Robert Letwin, Sales Meetings, 1212 Chestnut St., Phila- 


OVER 
YEARS 
OF 
PROGRESSIVE 
SERVICE 


SELF-CONTAINED 


> LU 8-7700 


Strauss Decorating & Exposition Co., Inc. 
3524 Third Avenue, New York 56,N. Y¥ 


delphia 7, Pa. 


In addition to these, America will 
offer a round building to house Circa- 
rama (11-projector theater that stole 
the show at Brussels) and open-air 
plastic pavilions. Plastic exhibit areas 
came about after a two-hour confer- 
ence in Washington with executives 
from America’s top plastics manufac- 
turers, McClellan points out with 
some pride. 

“We've been getting astounding 
help from American industry,” Mc- 
Clellan confides. “Between 30% and 
40% of total costs—maybe as high as 
50%—will be met by industry on a 
voluntary basis,” he points out. 

American industry is supplying all 
the products that will be exhibited— 
from model homes and automobiles to 
thousands of products we use every 
day. Not only .is industry supplying 
products, it is paying to ship them to 
Moscow in many instances, and is 
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supplying Russian-speaking demon- | 


strators to go along. 

Some 70 or more Russian-speaking 
guides will be sent to Moscow. These 
young men and women are being 
recruited from our colleges and uni- 
versities. McClellan had about five 
times as many applicants as jobs for 
his staff of guides long before the 
March 15 deadline. Guides will re- 
ceive a couple of weeks’ training to be 
able to answer the questions that are 
sure to crop up as three to four million 
Moscovites tramp through our “corner 
of America.” 

In anticipation of questions, IBM 
will have its Ramax computer on 
hand. Some 13 agencies in Washing- 
ton are hard at work to prepare 
thousands of questions and answers 
to feed into this electronic wizard. All 
day long, this machine will turn out 
facts on America—in Russian, of 


NEW YORK CITY 


Smart East Side Location 


THE 


elmont 


laza 


“HOME OF THE AIRLINES" 
Lexington Ave., 49th — 50th Streets 
PLaza 5-1200 


Eight banquet rooms beautifully 

appointed and decorated, correctly 

lighted and air-conditioned 

Business and sales meetings and 

all social functions are assured 

the efficient service of our 

experienced banquet staff 

© 800 outside rooms with bath 

© TV and air-conditioning optional 

© Few short blocks from Grand 
Central and airline terminals 

FOR FULL INFORMATION 

WRITE: 

Robert Sarason, 

General Manager 


course. Individual questions from 
show visitors will be asked of Ramax 
and the answers will be flashed on the 
screen. 


> Administrative-wise, McClellan has 
three goals: “To put on a good show; 
to stay within our budget; and to 
return a_ half-million dollars.” Cash 
return will be from the sale of our 
buildings and the one-ruble admis- 
sions. Ruble admission price (about 
10 cents) is simply a means to control 
traffic rather than make money. But it 


will mean substantial income if the 
millions expected show up. 

Officially, our purpose for the ex- 
hibit in Moscow is “to increase under- 
standing in the Soviet Union of the 
American people, the land in which 
they live, and the broad range of 
American life, including American 
science, technology and culture.” 

Says McClellan, “We're not talking 
down the Russians. We are taking the 
attitude that they are as intelligent as 
us—but not as well informed.” 

To get the site in Sokolniki Park 


Wilding did it again, Jones! 


Sure did, Boss. You just can’t 


beat a sales meeting planned 


and produced by WILDING! 


WILDING 


PICTURE PRODUCTIONS, 


CHICAGO 
CINCINNATI 


NEW YORK 
PITTSBURGH 


INC. 


DETROIT CLEVELAND 
TWIN. CITIES LOS ANGELES 


Russian Exhibit 
Opens First in N. Y. 


WHILE WE HASTEN with plans 
for our exhibition in Moscow, the 
Russians probably are at a fever 
pitch with their plans for New 
York City. By reciprocal agree- 
ment, U.S.S.R. will hold an ex- 
hibition in the Coliseum. It will 
open June 28 and run for a 
month. We are pledged to facili- 
tate erection of the Russian ex- 
hibit as they are to help us. 
Neither nation can exercise any 
censorship on what is to be 
shown. Both are supposed to 
reveal plans to each other for 
opinions and advice. 


ready for us, the Russians have to 
relandscape, repave roads and realign 
the park. Our dome building will be 
on the highest rise and will dominate 
the park. We're not paying the Rus- 
sians for this work on the park, but 
will get the bills for utilities that are 
put into the park area. 

On the subject of Russian labor, so 
far, McClellan says, “They're turning 
handsprings for us.” We're getting the 
benefit of a low Russian scale of labor 
costs. “We're ahead of schedule,” 
McClellan reports from the Moscow 
site. (He has already returned from 
his third visit. ) 

We're aiming for an exchange of 
cultural, scientific and technological 
accomplishments with the American 
fair in Moscow and the Russian fair in 
New York City. We're avoiding any- 
thing political in our exhibit. “We're 
going to fight to death,” says Mc- 
Clellan, “any attempt to inject politics 
into the exhibit.” As he puts it, “We 
want to be able to come back.” 

If the Russians are quick to go to 
work for us in Sokolniki Park, it is 
not without incentive. We had to put 
up $50,000 in cash in advance toward 
labor costs. Contracts for plumbing 
and electrical work are being let to 
the Russians. 


> On the design side of the project, 
our dome building is to be the in- 
formation center, the glass house will 
contain products, and the plastic 
pavilions on the flanks will house cul- 
tural objects. “Jungle gym” is the way 
the designers describe the modular 
frame work on which our exhibits will 
be displayed in the glass house. What 
this “jungle” is—according to the 
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miniature structure now being readied 
for shipment to assist construction 
people at the site—is a framework of 
10-foot boxes, piled two high. Stair- 
ways and ramps thread through the 
modular framework so that visitors 
can see vast areas from any one point. 
All uprights and cross members are 
designed on the modular 10-foot span. 
Uprights are hollow, square tubes of 
steel with cross members bolted on. 
(It will take some 4,000 bolts at 85 
cents each to keep the exhibit to- 
gether. ) 

Ceiling of our dome building will 
have seven screens to show motion 
pictures of various aspects of Ameri- 
can life and culture. Commentary in 
Russian will explain the pictures as 
they are flashed in various sequences 
and sometimes all at once for special 
impact. This motion picture offering 
will be in addition to Circarama which 
will be a revised edition of the film 


used in Brussels. This time, of course, 


all dialogue will be in Russian rather | 


than in three languages as before. 


® Nobody connected with our exhibit 


will talk about our Brussels effort, but | 
each one is aware of what worked and | 
didn’t work there. One of the weak- | 
nesses of our Brussels exhibit was lack | 
of explanations on many exhibits. We | 


plan to do a better job in Moscow on 
this score. 


George Nelson, 


exhibits: 

“Purpose of statements is not to 
promote any given product, but to 
explain the whole category against its 
background in American life. State- 


ments will be factual and descriptive | 
tending to understatement, and will | 
paint a picture of American well-being | 
through the services of these products | 


in our life. 
“From reading statements before or 


after studying objects, the Russian | 


viewer should learn: (1) why these 
products are made in abundance in 
the U.S.A.; (2) what functional justi- 
fication there is for an average Ameri- 
can for spending money on » st (3) 


what ownership of the D signees con- | 
e American | 


tributes to the life of 
owner; (4) and in important cases, 
how much the product costs in terms 
of time worked.” 


Nelson hopes that copy will have | 
to convince | 


sufficient statistical proo 
viewers in factual terms of how typi- 
cal the products are in our homes, and 
how their use has increased (and 
ability to purchase them has in- 
creased) over a significant period— 
primarily 1938-1958. 

To help McClellan’s staff ferret out 
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what will impress Russians favorably, 
many conferences have been held in 
Washington with people familiar with 
Russians — primarily correspondents 
and diplomats who have spent a long 
time in Russia. 

Many ideas have had to be aban- 
doned because time is so short. Among 
these is a restaurant to serve American 
food. 

Among the highlights of our exhibit 
will be a “kitchen of today” and a 


“kitchen of the future.” They are a 
contribution of RCA Whirlpool. RCA 
Whirlpool Miracle Kitchen (of the 
future) drew big crowds at the Milan 
Fair in Italy last year. (This push- 
button extravaganza has toured most 
of U.S.) Russian-speaking demonstra- 
tors will give Moscovites a taste of 
Russian food made in our kitchens. 
These samples will be some of the 
many giveaways being considered, 
along with millions of pieces of litera- 


whose firm is | 
charged with designs for our exhibits | 
says this about copy statements in our | 


Biggest 


because 


it’s the BEST! 


And best for selling everyone. Each year, more than 
two and three quarter million Southwesterners come to 
. America’s largest annual exposition. They live it up 
at Broadway shows, six exciting permanent museums, 
and see the nation’s finest football teams in the 
Cotton Bowl. Important to you, they also window- 
shop through 342,000 square feet of space in the 
many modern exhibit buildings, to make the im- 
portant decisions for later purchases. Be sure all 


your company’s products are 
exposed to this eager audience . . . 
with a display at the State Fair 
of Texas, October 9 to 25. 


Send the coupon today for full 
details and literature. 


STATE FAIR OF TEXAS 
SALES DEPARTMENT 
P.O. BOX 7755 
DALLAS 26, TEXAS 


Name__ 


Name of Firm__ 


Street and No. 


_Zone__ State__ 


STATE 


Fe 
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You, too, will be a “most 
happy fella” after complet- 
ing a successful sales meet- 
ing or convention at the 
Skirvin ... where the friend- 
ly experienced staff give 
you the utmost cooperation 
in planning and executing 
your meeting. Handsome 
surroundings and fine food 
are the highlights of the 
Skirvin . . . plus complete 
facilities, including the lux- 
urious new walnut-paneled 
room, the “Executive Suite,” 
with a 32-foot walnut table 
—so perfect for Board of 
Directors’ meetings and 
comparable gatherings. 


Write for our detailed 
“Facts File.” 


SL HAPPY FELL! 


66666 666666 
TAA TANNA IVINS 


IS THE 


CONVENTION 
PLANNER 


WHO SELECTED 
THE SKIRVIN 


@ FIVE HUNDRED 
BEAUTIFUL ROOMS 

® COMPLETE AIR 
CONDITIONING 
CLOSED-CIRCUIT 
TELEVISION 


HERSHEY, PENNSYLVANIA e 


“Open Yeor ‘Round" 


SUCCESSFUL MEETINGS ARE ASSURED 


At delightful Hotel Hershey. Centrally located, easily accessible by 


ture now in the works to explain our 
products. 


> Many plans for giveaways, as well 
as individual exhibits themselves, have 
not been set. New ideas probably will 
be incorporated right up until fair 
opening—hopefully set for July 4. If 
we don’t make the date, we have until 
Aug. 2 to get the show underway, 
according to our contract with the 
Russians. If we open July 4, the show 
is to run until Aug. 15. 

According to our contract, inci- 
dentally, we have to pay $142,250 as 
rental for the Soloniki Park area. The 
Russians asked for $30,000 of this in 
advance. 

While we have the option to sell 
souvenirs, present plans do not in- 
clude any retail sales. This may 
change by showtime. 

Problems with a project of this size 
come in big bunches. For instance, 
original designs for our plastic 
parasol-type ‘pavilions created some 
misgivings for engineers. Some are 
not sure that the plastic structures 
will withstand heavy weather—de- 
signs had never been tested. At the 
moment, M. I. T. engineers are put- 
ting components through a series of 
tests. Until they are complete, we 
won't know for sure whether our plas- 
tic pavilions will be used. Designers 
are holding their breaths waiting for 
word. 

Revisions have been numerous on 
all plans. Originally we were to have 
an outdoor amphitheater for concerts. 
This had to be abandoned because 
construction time is so limited. If con- 
certs are put on in conjunction with 
the fair, they will be housed in 
theaters in downtown Moscow. 

Man who has had to pull many 
branches of government together and 
who is named “coordinator,” is George 
V. Allen, director, U.S. Information 
Agency. McClellan, director of the 
fair, reports to him. However, Mc- 
Clellan is responsible for everything 
that happens at our exhibition. When 
asked who gives the final okay on 
what we show, he is quick to say, 
“T am!” 

On the cultural side, we'll show 50 
paintings and 30 works of sculpture. 
These will be selected by a three-man 
committee designated by George V. 
Allen. 

Eight subjects will be dealt with in 
the dome building: research in 


air, rail or highway. || conference rooms, tastefully decorated and 
comfortably equipped, acc dat -225. Seclusion if desired, 
renowned sport and recreational facilities available. Superb food, 
most of it fresh from Hershey Farms. Evening entertainment includes 
Professional Ice Hockey and special attractions at Sports Arena and 
Broadway Productions at Theatre. New Swimming Pool. 


nuclear, space and medical fields; 
chemical research as applied to syn- 
thetics; agricultural research relating 
to antibiotics; labor; public health; 
and organization of research in private 
industry and schools, as well as 
government. 


For Reservations Write: 
Room 127, Hotel Hershey, Hershey, Pa. 


Charles E. Todd 
Managing Director 
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As in Brussels, we plan to feature 
voting machines in our exhibit. Rus- 
sian visitors will be able to step into 
voting booths and cast ballots for 
their favorite exhibits at the fair. 

Discussing plans for actual exhibits, 
George Nelson confides: “For this 
project, stakes are high, budget low, 
deadline impossible. But we feel the 
exhibition is not so much concerned 
with design as with communications. 
Our desire and need to make a sin- 
cere, simple, far-reaching statement 
about American life is what we are 
considering our most important goal.” 


e 


As of press time these com- 
panies have supplied products 
to go on display in Moscow. 


CALIFORNIA 


Chico General Products Corp., Burl- 
ingame 

Waste King Corp., Los Angeles 

The Plas-Tex Corp., Los Angeles 

Damron Kaufmann, Inc., San Fran. 

Dewenter Industries, South Pasadena 

Ampex Corp., Redwood City 

Free Sewing Machine Co., Beverly 
Hills 


California Packing Corp., San Fran. 


CONNECTICUT 


Scovill Manufacturing Co., Waterbury 

Pitney-Bowes, Inc., Stamford 

F. G. Ludwig, Inc., Old Saybrook 

Dictaphone Corp., Bridgeport 

Landers, Frary & Clark, New Britain 

The Winsted Hardware Mfg., Divi- 
sion, Winsted 


DISTRICT OF COLUMBIA 
Sears Roebuck & Co., Washington 


ILLINOIS 


Montgomery Ward & Co., Chicago 

Vaughan’s Seed Co., Chicago 

Skil Corp., Chicago 

Borg-Warner International Corp., 
Chicago 

Autopoint Co., The Cory Corp., Chi. 

The J. E. Porter Corp., Chicago 

Sunbeam Corp., Chicago 

Jefferson Electric Co., Bellwood 

Tote-Brush, Inc., Chicago 

Quick-Set Co., Skokie 

Radiant Manufacturing Co., Chicago 

Zenith Radio Corp., Chicago 

Central Stamping & Mfg. Co., Polo 

Federal Tool Corp., Chicago 


IOWA 
Maytag Corp., Newton 


INDIANA 


The Toidey Co., Fort Wayne 
Smith-Victor Corp., Griffith 
General Plastics Corp., Marion 


(continued on page 88) 
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For top enjoyment 
when work is done... 


Boon Geicten ® 


HOTEL and CLUB 


jee oey ne 


Enjoyment-after-business is important to convention suc- 
cess! Boca Raton offers gourmet meals, five bars, dancing 


and entertainment nightly! 


Meeting rooms of every size; 


expertly trained staff. 


huge 


stage and screen; 


27 holes of championship golf supervised by famed Pro 
Sam Snead; 9-hole pitch ’n putt; private ocean beach; 
cabana club; two olympic swimming pools; Gulf 

Stream fishing. 


For further information: |. N. Parrish, Convention Manager, Dept.119 


BOCA RATON HOTEL and CLUB 


Boca Raton, Florida 
National Representatives: ROBERT F. WARNER, INC. 


Stuart L. Moore, President 


Offices in New York, Chicago, Washington, Boston, Toronto 


DETROIT 
ens YOUR 


NATIONAL 


CONVENTION or TRADE SHOW 


Over 9 acres of almost totally unobstructed 
space will be ready for your convention, 
exposition or trade show in Detroit's Cobo 
Hall in 1960. No better facilities exist any- 


EXPOSITION SERVICE 
INCORPORATED 


THE WORLD’S BEST 
FACILITIES! 


where. Ask about our Cobo Hall package 
of services; it will solve all your equipment 
and labor problems. 


EQUIPMENT FOR ANY SIZE SHOW 

© FURNITURE ¢ BOOTH EQUIPMENT 

* DECORATIONS 

* STORAGE . OR 

« CLEANING e DISPLAY BUILDING 

FACILITIES in oe. Philadelphia, Chicago, 

New York, Atianti and Cleveland 

supplying Se The Nation's Largest 
Shows and Conventions Since 1933. 


1601 W. LAFAYETTE BLVD. 
DETROIT 16, MICHIGAN 


WO. 1-9044 
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MARYLAND 
Swan Shoe Co., Inc., Baltimore 


MASSACHUSETTS 

Avon Manufacturing Co., Worcester 
Millers Falls Co., Greenfield 

H. H. Scott, Inc., Maynard 

Beacon Plastics Corp., Newton 


MICHIGAN 

AMI Inc., Grand Rapids 
Dishmaster Corp., Pontiac 

Howard Miller Clock Co., Zeeland 
American Motors Corp., Detroit 
Whirlpool Corp., St. Joseph 

Revco, Inc., Deerfield 


rd 
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. HAVE 
A 
“LUXURY LINER” 
CONVENTION 
100 
MILES 
OUT 
TO 
SEA! 


Add all the gaiety, all the delights 
of a luxury cruise to your convention 
plans. Hold it at the magnificent 
Montauk Manor and aseure its unparalleled 
success. Dramatically located at 
scenic tip of Long Island, Montauk Manor | 
provides one of the most desirable, the 
most completely self-contained con- 
vention facilities anywhere. 200 luxuri- 
ous suites and rooms accommodate your 
guests in supreme comfort . . . the 
spacious, gracious main dining room 
overlooking the pounding Atlantic surf 
offers an extraordinary banquet setting 
that befits the superb cuisine... and | 
the variety and size of the group meet- | 
ing rooms are limitless. The surf and 
cabana Club rivals anything the Riviera 
has to offer. A championship 18 hole 
golf course, clay tennis courts, and 
unsurpassed boating, sailing and fishing 
activities fill your festive stay to the brim. 
Join the many distinguished groups and 
organizations that have made Montauk 
Manor their convention headquarters 
year after year. For complete details 
and special Full American Plan rates 
from June through October, 1959 call 
William C. Tonetti, Gen’l Mgr. & Vice 
Pres., or R. D. Waterman, Convention 


Mer., MU 2-5198 (direct line) 


MONTAUK 
MANOR 


for a “luxury liner’ convention at 
nearby MONTAUK POINT, LONG ISLAND, NEW YORK | 
So easy to reach by land, sea & air | 


MISSOURI 

C and S Products, Jefferson City 
Knapp-Monarch Co., St. Louis 
Nesco Industries, Inc., St. Louis 
Rival Mfg. Co., Kansas City 


NEW JERSEY 

The Evenal Co., Inc., Elizabeth 

Tricolator Mfg. Co., Newark 

Lightolier, Jersey City 

The Regina Corp., Rahway 

Motorola Communications & Elec- 
tronics, Inc., Ridgefield 

Radio Corp. of America, Camden 

J. Wise & Sons Co., Newark 

Campbell Soup Co., Camden 


NEW YORK 

Westinghouse Eleciric International 
Co., New York City 

Roto-Broiler Corp., Long Island City 

Bausch and Lomb Optical Co., Roch- 
ester 

Cormac Photocopy Corp., New York 

Smith-Corona, Marchant & Co., Syra- 
cuse 

Chemax Corp., New York 

Zephyr American Corp., New York 

Swingline, Inc., Long Island City 

Jackson-Perkins, Newark 

Lincoln Metal Products Corp., B’klyn 

The Daniel Hays Co., Inc., Glovers- 
ville 

Alex. Lee Wallan, Inc., New York 


5 LAKES 
5,500 ACRES 


SKY HIGH in the 
WHITE MOUNTAINS 


[ARLEN 


Pike «+ New Hampshire 


EVERYTHING 
(But everything!) 
To Make Your Next 
CONVENTION 


A SUCCESS! 


e COMPLETE PRIVACY « 
Magnificent 18-Hole Golf Course 
© 2 Putting Greens « Famed Cuisine « 
Boating « Water-Skiing + Fishing 
© 7 Tennis Courts, 3 all-weather « 


ALL-INCLUSIVE RATES ... 
NO EXTRAS! 


BEN HARRISON 


Director of Sales, 
LAKE TARLETON CLUB 
Pike @ New Hampshire 
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Ascot Ltd., New York 

Corning Glass Works, New York 

Mark Cross, New York 

Underwood Corp., New York 

Eastman Kodak Co., Rochester 

Graflex, Inc., Rochester 

Sitterle Ceramics, Croton Falls 

Simmons Brothers, Inc., L. I. City 

Nessen Studio, Inc., New York 

Koch & Lowy Mfg. Co., New York 

International General Electric Co., 
New York 

Habitat, Inc., New York 

The Marlin Firearms Co., New York 

Columbia Broadcasting System, Inc., 
New York 

Treitel-Cratz Co., Inc., New York 

Simmons Manufacturing Co., N. Y. 

Kamkap, Inc., New York 

Harry Gitlin, New York 

General Time Corp., New York 

H. E. Lauffer Co., Inc., New York 

American Machine & Foundry Co., 
New York 

Daystrom Furniture Division, Olean 

Pickering & Co., Oceanside 

Empire Brushes, Inc., Port Chester 

Mohawk Carpet Mills, Inc., New York 

The FR Corp., New York 

Eversharp, Inc., New York 

Celebrity, Inc., New York 

Salton Manufacturing Co., Inc., N. Y. 

The Shoup Voting Machine Corp., 
New York 

Lafayette Brass Mfg. Co., Inc., N. Y. 

Waring Products Corp., New York 

Craftools, Inc., New York 

Bell & Howell Co., Woodside, L. I. 


OHIO 

Tappan Stove Co., Mansfield 

Wooster Rubber Co., Wooster 

Nu Tone, Inc., Cincinnati 

Columbus Plastic Products, Inc., Co- 
lumbus 

Dominion Electric Corp., Mansfield 

Kromex Corp., Cleveland 

The Hoover Co., North Canton 

True Temper Corp., Cleveland 

Swan Rubber Co., Eucyrus 


PENNSYLVANIA 

Mann Edge Tool Co., Lewistown 
Caloric Appliance Corp., Jenkintown 
Philco International Corp., Phila. 
Rockwell Manufacturing Co., Pitts. 
Cal-Dak Products Co., Lancaster 
Proctor Electric Co., Phila. 

Decoys Unlimited, Erie 

Quickie Manufacturing Corp., Phila. 
Krylon, Inc., Norristown 

H. J. Heinz Co., Pittsburgh 


WASHINGTON 
Allied Manufacturing Co., Seattle 


WISCONSIN 

Flambeau Plastics Corp., Baraboo 

Regal Ware, Inc., Keraskum 

National Presto Industries, Inc., Eau 
Claire 

Realist, Inc., Milwaukee 

Hartmann Luggage Co., Inc., Racine 
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* FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. 


WORLD'S FINEST 
CONVENTION SITE 


FLORIDA’S GOLD COAST! 


FLY NA TIONA L F hana GOLD COAST Cities 


MIAMI BEACH FORT LAUDERDALE 
Your National flight is as MIAMI BOCA RATON 
glamorous as the Gold Coast! 


HOLLYWOOD THE PALM BEACHES 


SUPERB CONVENTION FACILITIES: Convention Halls « Sales 
Presentation Equipment and Assistance « Restaurants. WONDERFUL 
RECREATION FACILITIES: Fishing « Golfing « Bathing + etc. 


COMPLETE CONVENTION SERVICE 
@ Fast modern Club Coaches and World-famed Star 
flights. National’s Half-Fare Family Plan, Excur- 


sion Fares, and Go Now - Pay Later Plan help 
build attendance. 


CONTACT CONVENTION MANAGER 
For assistance in all phases of your transportation 
planning, contact any National Airlines ticket office 
or write or wire: 

Convention Manager, National Airlines, Inc. 
P.O. Box NAL, International Airport 
Miami 48, Florida 


“NATIONAL 


AIRLINE OF THE STARS 


@ National’s trained personnel gives you prompt, 
courteous, professional service. 


@ National serves more Florida cities than any other 
airline—and a grand total of 36 cities plus Havana. 


* FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. 
+ 'W'S'N BHI NI SASS HLIM LSMla + 'V'S'N BHA NI GLB HLM LSMld * 


FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. 


Suddenly Puerto Rico is the 


convention 


M ORE AND MORE mainland groups 
are convening in Puerto Rico. 
And for good reason. 

You can count on glorious weath- 
er all year round. There has never 
been a heat wave ora cold snap. 

Temperatures nearly always stay 
in the seventies and eighties, and the 
average varies only six degrees be- 
tween summer and winter. The sun 
shines 360 days a year! 


Magnificent new hotels 


Puerto Rico has complete, modern 
facilities for conventions of all sizes. 


Mr. Ernest M. Wuliger, Executive Vice 
President of Sealy Mattress Company, says: 
“Our dealers still talk about the wonderful 
time that they had in Puerto Rico.” Recent 


capital of the Caribbean 


And recently, accommodations were 
expanded still further by the opening 
of three new, ultramodern hotels. 


Sports, sights, night life 
Puerto Rico offers a dazzling choice 
of things to do during off-hours. The 
waters teem with big game fish. The 
sailing and skin-diving are superb. 
There are miles of clean, quiet 
beaches. Championship tennis courts. 
And the famed Dorado Beach golf 
course. You can visit a tropical rain 
forest, shop for gifts in Old San Juan. 
At night you'll find a cosmopolitan 


variety of restaurants and nightclubs, 
music, theater, and even Class-A 
baseball in Fall and Winter. 


Easy to get to 


Puerto Rico is less than 5'2 hours 
by air from New York. No passport, 
no inoculations. The dollar is cur- 
rency. English is spoken. 

We'll be glad to help you with ar- 
rangements. For details, call Circle 
5-1200 in New York, or write Tour- 
ism Dept. SM-14, Commonwealth 
of Puerto Rico, 666 Fifth Avenue, 
New York 19, N. Y. 


conventions held in Puerto Rico include 
General Electric, Plymouth, A. C. Spark 
Plug, Westinghouse. And San Juan will be 
the site of the 1959 Governors Conference. 
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Industrial-Theater ‘First’ for A. T. & T. 


Bell System stages “What's Popping in Shopping?” for conven- 
tion of department store executives. Hard-sell musical tells how 


good telephone order system can rebuild downtown business. 


A. T. & T. HAS BEEN BITTEN by tem will be selling its services to busi- 
the theater bug. Bell Telephone Sys- nessmen via song and dance routines. 


“WHAT'S POPPING IN SHOPPING?” has cast of 29 plus orchestra. 


RETAILERS FIND a playbill and miniature telephone on their seats at the show. 


Its first experience with industrial 
theater clicked. Now a second try is 
in the works for later this year for a 
retailer organization meeting on the 
West Coast. 

In January, American Telephone 
and Telegraph Co. staged “What's 
Popping in Shopping?” for National 
Retail Merchants Assn. in New York 
City. This one-hour musical show 
played to 1,500 department store ex- 
ecutives with a hard-sell message on 
what telephone shopping can do for 
downtown store profits. 

While it used an entertainment me- 
dium, Bell Telephone was selling, and 
made sure its audience knew its show 
was for business not pleasure. “If you 
entertain hard-headed businessmen 
for an hour, you do them a disserv- 
ice,” explains Will Whitmore, adver- 
tising and sales promotion manager, 
A. T. & T. “We didn’t want to com- 
pete with a Broadway show. What we 
tried to do was to throw in entertain- 
ment, but make every bit of it carry 
a message. Our theme song was as 
strong a selling pitch as we could 
make.” 

Bashful about the commercialism 
of its session before the department 
store association people? Not at all. 
“We felt we were actually advancing 
our story when we were selling the 
most,” says Whitmore. And its story 
was how a department store in center 
city can stop the downward trend of 
business (siphoned off to the suburbs) 
through a telephone shopping promo- 
tion. Bell has the statistics and case 
history to prove it. 

The show, written by Owen Murphy 
and staged by James Starbuck, had a 
cast of 29, plus the 16-piece orchestra 
of Donald Voorhees. Cast featured 
Stephen Douglas, double-talk artist 
Al Kelly, Starbuck and Hugh Downs 
as master of ceremonies. 

Billed as “a musical with a mes- 
sage,” the show was staged on the 
third day of the retail merchant’s 48th 
annual convention. Problem, accord- 
ing to Whitmore, was to tell these 
merchants something they already 
know. “To do it, you have to tell it 
in a bright, sprightly fashion,” he 
says. “We realized we'd have to use 
a live show to hold people.” 

Plans for this show started last Au- 
gust. Basic material from which script 
and songs were written was devel- 
oped over the last three years. It has 
been this long that Bell System has 
studied effects of good telephone 
order service on retail business. 

Show, staged in the Grand Ball- 
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Easily reached from the U. S., the modernized Royal York is situated in the heart of Toronto. 


Now—new convention 
facilities at the largest 
hotel in the British 
Commonwealth 


You could almost call the Royal York new. And in a sense, 
it is! The hotel has been given an even more luxurious look. 
For increased relaxation, there's radio and television in every 
room. For added convenience, there’s a seven-story garage 
where you can park your car and register at the same time. 

Most important is the addition of a 17 -story, 400-room wing, 
bringing the total of rooms to 1,600! The Royal York is the 
largest hotel in the British Commonwealth. 

Situated in the heart of metropolitan Toronto, this luxury 

hotel is easily reached from key U. S. cities! And once you 
reach the Royal York, here are the many convention facilities 
youll find: 
"Seating capacity 7,500; serving capacity 10,000 meals at 
any one time. Air conditioning in all public rooms. Private 
banquet hall with stage and organ. Public address system. 
Sound projectors. Individual exhibition rooms. Cocktail 
lounges, ballrooms, cafes, restaurants, dancing and entertain- 
ment. Sight-seeing trips conveniently arranged. 


Canadian Pacific = 
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The Royal York offers more room, 
more luxury than ever before 


Canadian Pacific’s smooth, efficient service will leave you 
more time to relax; to shop during the day or go to the 
theatre at night. You'll get more done, have more fun at the 
Royal York! For information and reservations, write to: 
Convention Traffic Department, Canadian Pacific Railway 
Company, Windsor Station, Montreal. 


Thoughtfully planned meeting rooms help you relax—accomplish 


much more in a shorter time. 


. » 
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across the nation, it’s catching on. 
The telephone, is sending store vol- 
umes up, up, up, with its new plan. 
Up 6% in Pittsburgh, up 8% in Dallas, 
up 10%, Toronto, Albuquerque and 
St. Paul.” 

Hugh Downs, TV personality, ex- 
plained the needs to stimulate tele- 
phone ordering and then introduced 


room, Statler Hotel, opened on a 
street scene with a department in the 
background. Singers and dancers, 
each with a bright, new telephone, 
extolled the virtues of telephone shop- 
ping via the show’s theme song. Part 
of the song’s chorus goes: “The phoné 
increases sales. The telephone, it’s a 
shopping sensation. And everywhere 


For Convention 
Fun in Big D... 


Include a Buck Freeman 


Western Party 


Let Buck Freeman show you how to corral your share of Dallas con- 
vention fun. Complete planning and production for a Buck Freeman 
Western Party includes 
* Authentic Western Setting 

* Swinging Door Saloon 
© Range-Type Barbecue © Western Entertainment 
Dallas Hotels . . . the New Auditorium ... and State Fair Park all have excellent 
staging facilities for a Buck Freeman Western Party. 
Write or call for more information and brochure. 
S @ £ e | A N DECORATING 
COMPANY OF DALLAS 
3304 Commerce Street . Dallas, Texas . Riverside 1-1514 
FREEMAN DECORATING COMPANY 
1800 Keo Way, Des Moines; 4517 Military Ave., Omaha; 3004 Commerce St., Dallas 
EXHIBIT AND TRADE SHOW SPECIALISTS SINCE 1930 
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© Brass Rail Bar 
ie Can-Can Girls 
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Perfect Setting for Executive Meetings 


On the Brink O’ The Beach 
Convention Season from May 15th to Oct. 15th 
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© Luxury Accommodations for 100 persons 
2 New Meeting Rooms 
Banquet Facilities for 200 


GURNEY’S. Inn 


Ocean Front Cottages and Hostelry 
Montauk, Long Island 
Nick Monte, Owner-Manager 
Phone Montauk Point 8-2345 
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New York's Newest.:..HOTEL 


EDISON 


4éth to 47th Sts. ) (Just West of B'way 


Consider the advantages of Milton J. Kramer, Pres. 
the Edison’s newly decorated 

and magnificent Banquet 

Halls. No finer facilities any- 

where, sensible prices...con- 

veniently located in midtown 

Manhattan. 


Accommodations for 20 to 1000 || 
For Reservations call Mr. Charles Tierney Circle 6-5000 


A Personalized Hotel in the Heart 


Theatre District and Radio Cify 


Executives 
ideal facilities for 


Sales Meetings 
Conventions 
Incentives 


1000 ROOMS « TV = AIR-COND 


short interview dramatizations by the 
cast of actors. Some of these inter- 
views were staged on the extreme 
ends of the stage before a door to 
simulate home interviews. Other 
dramatizations were spotted in what 
was the department store windows in 
the background scene. As with cur- 
rent Broadway plays, “What's Pop- 
ping in Shopping?” had a multi- 
function stage set that used lighting 
to shift scenes quickly and effectively. 

“It took as much time to put to- 
gether as a Broadway show,” Whit- 
more reveals. 

A comedy sketch, “A Day in an 
Executive Office,” was followed by 
the “meat” of the program —a film. 
The motion picture, produced by 
Owen Murphy Productions, told the 
story of how Stewart and Co., Balti- 
more department store, increased tele- 
phone-ordered merchandise sales by 
60% in three years. Unique part of 
this film is that it uses actual store 
personnel as actors who take the very 
roles they have as store employes — 
and they all perform as professionals. 
Store locations are used for complete 
authenticity. Everyone from store 
president down to telephone opera- 
tors are in this film to back up with 
experience what Bell is trying to get 
across to retailers—telephone ordering 
can be boosted profitably. 

Three A. T. & T. executives —Stan- 
ley F. Damkroger, assistant v-p, sales 
division; James V. Ryan, assistant v-p, 
public relations; and James W. Cook, 
v-p, merchandising— appeared briefly 
in person before the show finale. 

Few in the audience realized the 
problems that were surmounted to 
put this show on. First, the ballroom 
wasn’t available until the night before 
the show. Dress rehearsal didn’t start 
until midnight and it lasted until 5 
a.m. on the day of the show. 

As A. T. & T. wasn’t bashful about 
selling throughout its show, it didn’t 
shy away from asking for an “order.” 
On each seat in the ballroom, along 
with a miniature telephone in a 
plastic corsage box, was an inquiry 
card. Some 200 cards were collected 
at the show and others were mailed 
in. (Cards were business-reply type.) 

What was the oe part of put- 
ting this show together? Putting the 
selling message into everything. “This 
took more time than anything else,” 
Whitmore reveals. “We tossed out 
sheer entertainment routines.” 

For the upcoming show on the 
West Coast, A. T. & T. hasn't dis- 
closed its plans. It won't be the same 
show, according to Whitmore. But 
based upon the reaction from “What's 
Popping with Shopping?” chances are 
good it will be a musical with hard- 
sell. 
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EXHIBITS ARE SLOPPY but business booms at Institute of Surplus Dealers’ ninth trade show. 


Business Is Brisk at 59 Shows 


First two months indicate trade show attendance and business 


written are well up over ‘58. 


break previous high records. 


TRADE SHOWS are enjoying a new 
boom this year. Attendance since the 
first of the year is higher at trade 
shows and buying activity indicates 


IF NUMBER of trade shows in- 
crease, so will facilities to house 
them. Concrete pousing begins 
for construction of Chicago's 
new $34-million exposition cen- 
ter. Hall is to be completed in 
1960. Construction is reported 
“right on schedule” by builder. 
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Trend means most shows will 


Exhibitors appear optimistic. 


a dealer optimism missing at trade 
shows last year. 

Every show in New York Trade 
Show Building so far this year has 


ge 
a 


ee 
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attracted a bigger attendance than in 
58, according to Duane W. Carlton, 
president of the building. Growing 
demand for exhibit space has prompted 
Carlton to plan an expansion program 
for 1961. “We want to add three or 
four more show floors to our present 
five,” says Carlton. Floors Carlton 
plans to rebuild for shows currently 
are used for office space by the State 
of New York. 

Institute of Surplus Dealers’ ninth 


-_ 
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FAMOUS LAST WORDS (No. 7) 


WANT TO EMPHASIZE THIS, THI, THIS.” 


V/ 


When an exhibit tries to tell everything, 
it often tells nothing! 


For maximum impact, your exhibit should have a 
single dominant theme, with other elements playing 
a secondary but related role—just like any good story. 

If your exhibit is crammed with many ideas, each 
treated with equal importance, the chances are you'll 
do justice to none. Part of our service at GRS&W is 
helping the client develop a theme and formulate the 
story he wishes to tell. 


Then by using effective design, and a combination 


q 
iM 


of arresting colors, dramatic lighting effects, sound, 
motion, and other selling forces, we bring the sales 
story vividly to life in the form of an imaginative 
sales producing exhibit. 


If you want better ideas, better visualization of your 
sales story through exhibits, we suggest you call us. 
An experienced, creative-minded GRS&W account 
executive will be happy to discuss your exhibit prob- 
lem with you. 


DID YOU KNOW .... that now you-can really “sound off” at Trade Shows by. using a unique 
GRS&W Controlled Sound System which limits the sound-carry to the confines of the booth. 


Cs FR Ss 


exhibits and 
& displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsyivania 
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MEETING 
IN THE WEST? 


If you are planning a meeting in 
the West and its success depends 
upon every fine service and facil- 
ity and convenience, be our guest. 


Our experienced hands and sup- 
ply of fine accommodations for 
every type meeting is a conven- 
tioneer’s dream. Our exclusive 
Hoteletype service makes reser- 
vations and arrangements instan- 
taneous. We're located in most 
important cities west of Denver, 
too. So the way is clear. For quick 
information on one or all 29 fine 
hotels, write... 


Western 
Hotels bal 


RPORATED 


Olympic Hotel, Seattle, Washington, 
er our Chicago Sales office, 37 South Wabash Ave. 


, ee 


@ 800 luxurious rooms and suites. 
@ 14 meeting rooms for 25 to 500 
®@ Adequate display space. 

@ Three great banquet halls. 

@ impeccable service. 


@ Convenient to Detroit's new civic 
development. 


@ Gateway to the city’s expressway 
system. 


Let us place these superb con- 

vention facilities at your disposal. 

Phone Detroit, WOodward 2-2300. 
Teletype Number DE-1062 


FES 
ise 
[Deron BLAND 


CASS AT BAGLEY DETROIT 26, MICH 


LANSON M. BOYER 
Gen. Mgr. 


CONVENTION-ALLY TERRIFIC! 


250 hotel rooms and suites, and 84 new, 
modern motel units (housing for 800) 

right on the Gulf. Nine conference rooms, 
seating 50 to 1500 ... Banquet rooms 

Ss for 25 to 1000. 6,000 sq. ft. swimming 
pool on beach. Varied recreational 
program and entertainment. Experienced 
convention staff. 


JIMMIE LOVE, 
General Manager 


AIR-CONDITIONED 


Overlooking the Gulf at 


BILOX ns 


BEACH HOTEL 
and MOTEL 


on the MISSISSIPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST'S FINEST HOTEL 
FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 


Everything under one roof—meeting rooms for small, 

Regional or large National groups, banquet and 

dining facilities. Beach—swimming pool—private 18- 

hole championship golf-course—dancing—planned en- 

tertainment. We specialize in personalized attention! 
Inquiries appreciated and promptly handled 
Johnny Revolta, winter golf pro 


Write: FRANK FAGAN, Manager 
N. MEISNER, Sales and Convention Manager 
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trade show in N. Y. Trade Show Build- 
ing gives evidence of the boom at 
trade shows. Lynn Barnett, president 
of the institute, in an expansive mood 
says, “Business at this show was six 
times as good as at the last one.” 
Pinned down to facts, what he means 
is that dealers did $10 million in busi- 
ness at this show when they did $7 
million last time. Attendance was up 
to about 5,000 from 3,500. 

Enthusiasm at the Surplus Show 
was in evidence at two other shows 
that ran concurrently in the building— 
New York Men’s Apparel Show and 
Knitwear Mill Representatives Show. 
Says Sidney Caron, chairman of the 
latter, “Purchasing is more liberal this 
year.” Attendance at the Apparel 
Show was up 10% and business was 
brisk, reports Hyman Diamond, man- 
aging director. 

Home Improvement Show, over at 
the New York Coliseum, set a record 
attendance, too. It registered 21,362 
buyers. This was the largest attend- 
ance ever recorded for a show on the 
Coliseum’s fourth floor. 


As with other shows for the trade 
so far this year, buying topped last 
year’s. This three-year-old show now 
has over 200 exhibitors and most of 
them were optimistic. (A sure sign: 
60% signed for space in the 1960 
show before leaving the current one.) 

In Chicago, trade shows felt the 
increased activity, too. National House- 
wares Exhibit, for instance, had a 
5.5% increase in buyer registration 
over last year’s and a 12% increase 
in the number of buying firms that 
visited the show. The show on Navy 
Pier attracted a total of 11,700 buy- 
ers, according to Dolph Zapfel, secre- 
tary, National Housewares Manufac- 
turers Assn. 


If trade shows are heading up this 
year, industrial shows should reflect 
the same trend. Generally, trade shows 
react quickest to shifts in the over-all 
economy. 

Based on the first two months of 
the year, record-breaking attendances 
at trade and industrial shows should 
be a common occurrence during 1959. 
Almost every show scheduled this 
year has a record number of exhibi- 
tors. Added to this increased activity, 
many new shows will open this year. 
Most of them will be shows for the 
trade. 


If the pace of shows is stepped up 
this year, so is the creation of new 
facilities to house them. Actual con- 
struction of new auditoriums is mov- 
ing along at a rapid rate across the 
country, and plans for new halls are 
numerous. Hotels, too, are adding 
exhibit space at a unprecedented 
rate, @ 
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New York’s 
Newest Hotel 


COMPLETELY AIR-CONDITIONED 


© 1400 beautifully decorated guest rooms—each 
with television and radio. 


Located in the heart of Times Square and the 
fabulous theatre district. 


For your next conference 10 new luxurious meeting rooms to accommo- 


date from 10 to 500. 
HOTEL A variety of exciting new dining rooms. 


Private subway entrance—one stop to the 
Coliseum. 


Minutes away from Grand Central and Penn: 
sylvania Stations. 


18 1) ee eee Within walking distance of West Side Airlines 
AT 8TH AVENUE and Port Authority Bus Terminals. 
NEW YORK CITY + JUdson 2-000 


Excellent hotel garage facilities. 


Frank W. Kridel, General Manager + A Zeckendorf Hotel 


eeeeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeettes 


EUROPE=HAWAII-JAPAN=HONG i 
EW YORK-CALIFORNIA-CANA 


¥ 


Wwewiarrange a luxury CHARTER FLIGHT at lowest prices 


Or make group reservations on our scheduled flights to Hawaii, 
the Orient, and Coast to Coast. We will fly you from any city.” 


incentive Programs Employees Clubs Chambers of Commerce 
Service and Social Clubs 


Transocean pioneered air-tours of groups such as these. Phone or 

write for information about luxury travel at the most economical 

rates. We will be glad to help you with your plans without obligation. 
* Subject to airport facilities 


Write TRANSOCEAN AIRLINES*+ OAKLAND INTERNATIONAL AIRPORT, 
OAKLAND, CALIFORNIA: INCENTIVE TRAVEL DEPARTMENT 
Or phone the office near you: Los Angeles: 624 South Hill Street » San Francisco: Union 


Square at 212 Stockton Street » New York: 3O Rockefeller Plaza + Chicago: 7 West 
Madison Street » Honolulu: 1040 Bishop Street « Oakland: Oakland International Airport 


A scheduled supplemerta!l air carrier 
* ef Peeeeveeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeenes ‘eeeeeeoeoeeeeeeeeeeeeeeeeeeeeeeeeeeeee ® 
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Have You Tried Gamesmanship? 


Here’s a way to take the same old material and make it palatable 
and exciting. It’s worked for Sinclair, Hastings, Westinghouse 
and many others. It doesn’t require highly trained leadership. 


WHEN BRITISH humorist and au- 
thor, Stephen Potter, coined the word, 
“gamesmanship,” he defined it as “the 
art of winning games without actually 
cheating.” 

Now, while his dubious (though 
highly amusing) methods might not 
adapt themselves to modern business 
practices, his word, ee 
can be useful—with a slightly different 
twist—in the art of planning and con- 
ducting effective meetings. 

After all, if meetings are to be ef- 
fective, they must be “won” in just 
as definite a way as the most rigorous 
contest in a competitive sport. 

As Frank Siedel puts it in his book, 
“How to Win the Conference,” the 
meeting of minds is a competitve 
ee anytime two or three are 
gathered together. The question is: 
How can you win the conference? 


Probably the simplest way is to 
have something new to say—something 
so new that everyone in the audience 
is on the edge of his chair enxious to 
drink in every word. This is the meet- 
ing leader’s paradise and, as we all 
know, it presents few difficult prob- 
lems. (All you have to have is a five- 
star news story and the papers sell 
like renner oar Pye 

Sales research tells us that the word 
“new, while no doubt highly over- 
worked, is still one of the more pro- 
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By GENARO A. FLOREZ 
President, Florez Incorporated 


vocative, potent motivators in our lexi- 
con. People listen to something new 
and they hurry to buy something new 
because they simply can’t resist the 
urge to test the magic that the word 
represents. Same goes for a sales 
meeting that offers information about 
a new product, service or sales tech- 
nique. 


Freshness or novelty of the subject 
that’s being presented for the first 
time practically assures a high inter- 
est from an audience. When a meet- 
ing leader prepares for such a meet- 
ing, he relies heavily on the newness 
of the topic and plays it for all it’s 
worth knowing that he can expect 
an attentive, receptive group. Also, he 
has the added stimulus of a fresh new 
subject to present. 

But, when the same person is re- 
quested to prepare and present a 
meeting on a topic that all or part 
of his audience has heard before— 

rhaps many times before—the prob- 
em can become a vexing one. “How 
can I make this ‘old hat’ subject 
palatable?” he asks. “Why, I'll bet 
we've told our salesmen this story a 
hundred times before!” And he’s 
probably right. This is a common 
complaint among meeting planners 
and it deserves careful consideration. 

Where money is no problem, there 
is an easy and obvious answer. If 
the meeting must be held, and this 
must be the subject, the adroit meet- 


ing planner sugar-coats the old hat 
topic with skits, playlets, elaborate 
presentations and even motion pic- 
tures in “glorious” technicolor with 
wide-screen and stereophonic sound. 
Brigitte Bardot and a generous spicing 
of cheesecake can brighten the dullest 
subject. 

But what about the meeting or- 
ganizer who doesn’t have an unlimited 
budget, yet is still faced with the 
problem of getting the threadworn 
point across—and making it stick? ' 

One way is to use the “hidden per- 
suader” of } psy y= me audi- 
ence into the act. It has been proved 
over and over again that a conference- 
type meeting is one of the most effec- 
tive ways to inject interest, enthusi- 
asm and acceptance into old, familiar 
subjects. 

By discussing products, policies, or 
ay ae with each other—under skill- 
ul “guidemanship”—salesmen tell each 
other what you want them to know, 
and they remember it better, too. 


Key to this approach is in that 
word “ssideumenig”. To be success- 
ful with this approach, the leader 
must be trained and experienced in 
conducting such sessions in a profes- 
sional manner. Participation doesn’t 
just happen. It has to x induced by ' 
some one who knows how. Unfortu- 
nately many organizations haven't de- 
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SHERATON HALL 


Largest ballroom in Washington's largest hotel 


Every detail of the Sheraton-Park Hotel contributes to the one big effect you 
want ... a successful, stimulating, result-getting sales meeting or banquet! 

Sheraton Hall, the Sheratcn-Park’s new ballroom, can accommodate 2,000 
for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly 
below the ballroom connected by an escalator. Seven additional function rooms 
accommodate from 50 to 400 people. 


Between meetings, your members can enjoy all the relaxing pleasures of a 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor 
swimming pool, four tennis courts and a private train to take your guests 
around the grounds. All 1,200 rooms are air conditioned and have radio and TV. 
Three fine restaurants offer excellent dining at reasonable prices . . . there are 
also two delightful cocktail lounges for meeting and entertaining your associ- 
ates. And you and your members are only ten minutes from the heart of the 
nation’s Capital, in downtown Washington. 

The Sheraton-Park has years of experience in producing successful conven- 
tions. You can count on efficient service and excellent facilities! 


George D. Johnson, General Manager ¢ Lewis M. Sherer, Jr., Sales Manager « Phone: Columbia 5-2000 + Teletype No. WA-75 


Queraton e | ARK HOTEL 2650 Connecticut Avenue, N.W., Washington, D.C. 
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veloped such skilled leaders as yet. 

For those who have, such as Sin- 
clair Refining Company, this is no 
serious problem. Foreseeing problems 
just like this and realizing the need 
for such trained people in its sales 
network, Sinclair seven years ago de- 
veloped its Guided Conference Leader 
Training Program. Since then it has 
trained over one hundred meeting 
conductors in the intricacies of staging 
and leading such participative ses- 
sions. The company now uses these 
skilled meeting leaders in confer- 
ences with its eld »eople and deal- 
ers and, conseaatiy, can cover fa- 
miliar perme in an interesting and 
resultful manner. 

But how about companies that have 
not yet initiated such specialized 
meeting leader training? Though they 
agree that participative sessions might 
be an ideal answer to their needs, 
their available meeting leaders are 
capable only of using the “tell ‘em” 
approach. Here is where “gamesman- 
ship” can transform the dull old sub- 
ject into a bright new adventure. 

Gamesmanship in planning and 
leading meetings is the art of putting 
fun into the meeting and doing it in 
such a way that no more than average 
leadership skill is necessary. 


Take the case of Hastings Manu- 
facturing Company for example. This 
Florez client has found that the game 
idea has helped to get its —_ over 
to its jobbers and jobbers salesmen 
more effectively than ever before—and 
at the same time stimulate interest in 
attending annual meetings. Most re- 
cent example was called, “Tic-Tac- 
Jac.” 

Here’s the way it went: Before the 
meeting, a series of 60-odd questions 
pertaining to the Hastings line of 
automobile piston rings and oil fil- 
ters was compiled and sent out to 
jobbers for distribution to all their 
salesmen. Word was sent out that 
questions used in “Tic-Tac-Jac” would 
be chosen from this list. 


Result? Hasings jobbers’ salesmen 
“boned up” on these key questions 
with keen anticipation of the coming 
meeting. 

Day of the meeting, a Hastings 
field sales representative arrives at a 
os" Bs wanes with a flannel 
oard and a set of symbols which 
form an oversize tic-tac-jac grid. After 
explaining how the game will be 
played, jobber salesmen are divided 
into two groups, “X’s” and “O’s”. One 
man on each team alternately has the 
opportunity to select the square he 
wants to fill in with his team’s symbol. 

He is then asked a question (chosen 
from the list he has studied) and given 
the opportunity to answer it. If he 
answers correctly, symbol of his side, 
“X” or “O”, is placed on the flannel 
board in the space he selected and he 
receives a small cash award—usually 
twenty-five or fifty cents. 

Game continues until one team has 
arrived at the conventional straight- 
in-line arrangement of its symbols. 
Like its national television counter- 
part, “Tic-Tac-Dough”, choice center 
square carries with it a more difficult 
question and pays off with bigger 
money. Also, like the TV game, “Tic- 
Tac-Jac” awards a cash prize for the 
winning team. Usually ss or four 


Apply our 
GOLDEN RULE OF HOSPITALITY 


FOR BETTER CONTESTS - BIGGER CONVENTIONS 


CONVENIENT MEETING SPACE 


Our new Convention Hall is designed 
so that 9 meetings can be held 


simultaneously ... each in complete 


privacy. Seating capacity 1600— 
banquet 1200—all under one roof, 


with perfect visability and acoustics. 
Exhibit area specifications, on request! 


PERSONALIZED SERVICE 


Golden Gate different? The difference 
is the personal touch... our Golden Rule 
of Hospitality that lifts your 
convention from an ordinary meeting 
to a talked-about event, with looked- 
forward enthusiasm for next year. 
Our personalized service provides 

its own executive convention staff 
and public relations experts, 

together with a battery of conference 
secretaries and photographers 

at your service ’round the clock! 


LUXURY AND COMFORT 


Ideal Golden Gate accommodations 
(all air conditioned) include hotel, 
motel, apartments and villas... 
featuring 3 swimming pools, 500 feet 
of private beach, shopping plaza, 
tennis courts, 3 cocktail lounges, 

2 dining rooms, coffee shop, dancing 
and continuous entertainment. 


: BUOYANT SALES 


For full details and color convention brochure, write 
William J. Hines, General Manager 


20 ACRES ON THE OCEAN AT 194th STREET 
MIAMI BEACH 41, FLORIDA 
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games are played in such a meeting. 

Successful results of such “games- 

manship”—based on the age-old desire 

to compete and win—has prompted 

ar to enthusiastically adopt this 
oO 


type participation into its annual 
sales campaign. 


Other Florez clients also have had 
considerable success in planning par- 
ticipative-type meetings mace a 
game. Westinghouse Major Appliance 
Division found that a bingo game 
added interest to its training meeting 
on laundry equipment with its re- 
tailers’ salesmen. As with Hastings, 
questions and answers on all main 
selling points were sent out in ad- 
vance so that salesmen had the oppor- 
tunity—and incentive—to get familiar 
with them before the meeting. At- 
tendance and interest were high. 

Metallurgical Products Department, 
General Electric, used a “Carda-Quiz” 
called “Cards and Spades” to intro- 
duce a new line catalogue to its dis- 
tributors’ salesmen. Catalogues were 
mailed to the men in advance. They 
were told that all questions would be 
pulled from the catalogue and that 
cash awards would be paid. At the 
meetings—which were voted “most 
successful in many years”—salesmen 
could refer to the catalogue for the 
answers if they needed to do so. Re- 
sult? This issue of the catalogue was 
better understood by the salesman 
than any other in the department’s 
history! 

These are only a few of many ex- 
amples where “gamesmanship” has 
built attendance, developed increased 
interest, and helped the leader get 
uniformly high audience participation 
without being a professional confer- 
ence leader. In some cases, the entire 
meeting was built around the — 
and in others the game was simply an 
interest-rouser or a high-point in the 
meeting program. 

So, to make your meeting a bit 
more effective—take a tip from our 
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COMPLETE FACILITIES FOR CONVENTIONS © TRADE SHOWS & SALES MEETINGS 


Here in the center of the world famous Las Vegas ‘‘Strip”’ is the Riviera's 
completely equipped Meeting and Exhibit Hall seating 1200 persons; 
space for 84 exhibit booths; 450 rooms for luxurious living; magnificent 
swimming pool and other outdoor attractions; gorgeous shows and 
entertainment; superb cuisine —in short everything for the most suc- 
cessful group meetings. Four minutes away is the new six million dollar 
auditorium —— largest and most perfectly appointed structure in the 
world for meetings and exhibits. 


General Electric Company 


Westinghouse Appliance Sales 
Louisville, Kentucky 


New York City 


The Riviera entertained 806 General Elec- 
tric Room Air Conditioner dealers for a 
sales meeting at which 90% of the year’s 
manufacturing output was sold. “Our cus- 
tomers and guests were tremendously im- 
pressed by the whole meeting and the 
hospitality of Las Vegas itself. The major 
contribution to the success of this meet- 
ing can be credited to your complete co- 
operation...making this one of the most 
outstanding conventions that the General 
Electric Company has enjoyed in the past 
few years.” 

R. EF Smith, Manager 

Meetings and Conventions 


“Phone calls were followed by letters, 
telegrams, personal visits and still more 
phone calls, representing an expression of 
delight and satisfaction from literally 
every dealer and his wife who were your 
guests and mine... As a result we have 
enjoyed a considerable upswing in busi- 
ness from those dealers who participated 
in the trip. I credit this in no small way 
to your generous and sincere hospitality 
Let me express my heartfelt thanks to you 
for your indispensable contribution?’ 


Samuel J. Brechner 
Vice President and General Manager 


From January, 1958, through February, 1959, seven Westinghouse and six General 


Electric Incentive Groups, from many major divisions and branches of these 
Companies, have been entertained at the Riviera to the great enjoyment of the 
award winners and the satisfaction of the Companies. A continuous stream of 
Incentive winners from all parts of the country comes to the Riviera by groups 
and singly and report the time of their lives. 


English friend, Mr. Potter, and put 


“gamesmanship” into your next one! 
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Trade Association 
Executive Specialist 
Available 


To organize and run conventions, 
industrial trade shows, board 
meetings, sales meetings. Out- 
standing results produced for top 
international executive associa- 
tion. Now available as execu- 
tive director, convention director, 
part-time consultant. Top refer- 
ences. Reply to Box 359, Sales 
Meetings, 1212 Chestnut  St., 
Philadelphia 7, Pa. 


The Riviera is proud of its continuously repeating Sales Meetings, Conventions, 
Trade Shows and Incentive Award Winners booked at this resort by some of the 
country’s most discriminating Companies and meetings planners. They prove 
that — 


YOU CAN HOLD YOUR MOST SUCCESSFUL MEETINGS AT THE RIVIERA IN LAS VEGAS 


write for complete information: 


Riviera Hotel BEN GOFFSTEIN, presivent 


GENERAL MANAGER 


Las Vegas, Nevada = ELMO ELLSWORTH; pinecron oF saves 
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MISS AUDRE JOHNSTON gets help for a quick change. 


PERFORMERS RIDE to war in imaginary car in this scene. 


Live Acts ‘Sell’ Dodge at Auto Shows 


Auto makers add performers to static displays to capture audience 


attention. Used in Detroit and Chicago, trend may expand. Dodge 


“production” can be packed into station wagon and go anywhere. 


AUTOMOBILE manufacturers are in- 
jecting new life into their auto shows 
for the general public. To dramatize 
their products, the auto makers are 
calling in live entertainers who build 
their acts around glittering new cars, 
spelling out their sales features in 
song and dance 

For years auto makers have been 
using Broadway performers—and pro- 
fessional producers—to stage the so- 
called announcement shows, intro- 
ducing new models to auto dealers 
and their salesmen. But these dealers 
shows—staged weeks before new mod- 
els are unveiled for the public—are 
intended to dramatize the best selling 
points and happen only behind doors 
closed to the consuming public. 

Only recently did auto producers 
decide to do something of the same 
thing at the big public auto exhibits 
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put on in Detroit and Chicago. Thus, 
these public shows, once little more 
than a long lineup of shiny new 
chassis, are taking on a new look, a 
la chorus girls, ~ Son and comedy. 


> Among the forerunners of this new 
trend is Dodge, whose live program 
at the Detroit Auto Show last Decem- 
ber had some competing exhibitors 
in a tizzy before they hustled up some 
shows of the same order. By the time 
the big auto display moved to Chi- 
cago in January, nearly everybody 
was in the act. 

Showman Verle Bogue, manager, 
Wilding Picture Ps og Inc., 
industrial show department, and a 
veteran of many auto dealer shows, 
explains, “A live show is received 
better, remembered longer, and gets 
a better reaction. People speak for 


the cars instead of the cars ‘speaking’ 
for themselves. 

“A live show attracts an audience, 
and then creates a good feeling while 
putting the message across and creat- 
ing interest,” Bogue says. “It also 
entices people to stick around after 
the show to look at the cars. 

“Publicity value should not be over- 
looked, either. A live show gives the 
exhibitor something different to talk 
about and provides colorful photo- 
graphic material. And when report- 
ers write their auto show stories they 
tend to mention the unordinary.” 

Dodge show, produced by Wilding, 
is an example of how entertainment 
replaces a “hard sell.” 

“Purpose of the Dodge show was 
to inform the public and attract at- 
tention to the Dodge display by pre- 
senting, in an interesting, entertain- 
ing and dignified fashion, the history 
of Dodge,” Bogue says. “Company 
wanted highlights of its milestones 
worked into the script in such a way 
that it would not only indicate the 
progressive advances of Dodge but 
also convey the idea of Dodge tradi- 
tion and continued acceptance.” 

Out of conferences between Dodge 
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Chicago’s Most Exclusive Hotel... 


Hotels Ambassader 


€ 


Now offers complete facilities 
for business meetings 


New Guildhall Ballroom + All the very latest lighting and special-effects equipment 


* exhibition facilities + closed circuit television + visual 


Wide Range of Function Rooms 


aids and projection facilities + completely air-conditioned 
Latest Equipment * comfortable seating throughout + parking by doorman 
service + Dictograph service available without charge + 


Hotels Ambassac ow offer red-c: »at- ‘ : 4 
The Hotels Ambassador no fier red~ arpet treat Choose Your Function Room at the Hotels Ambassador 


ment plus the most extensive facilities available, Siem Tncwtion Becting 
for your next business meeting. With a complete GUILDHALL____ 600 1800 900 
array of rooms, starring the magnificent new Guild- = FOUR GEORGES_____ 300 700 = 400 
hall Ballroom, accommodations are available for GEORGE I 300 200 
GEORGE Il & GEORGE III 5 300 150 
THE CIRCUS___._— . 2: 35 
GAINSBOROUGH ROOM 

CHIPPENDALE ROOM 

rc; 6g, 

give your meeting an entirely new look, a new feel- — saRAn SIDDONS WALK 


ing of suceess at Chicago’s very best address! JOSHUA REYNOLDS. 


luncheon and dinner functions seating 6 to 600. 
Why not combine the finest in location, service, 
prestige and facilities (see listing) when you hold 


your next function. Let the Hotels Ambassador 


For full information contact Catering or Sales Departments 


HOTELS 
Home of the Fabulous Pump Room 


NORTH STATE AT GOETHE + CHICAGO + ILLINOIS + SUperior 7-7200 
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INCENTIVE? 


Who has the most exciting incentive travel 
programs available this year? Alitalia. What 
airline offers the best service to almost all of 
Europe—to Africa, the Middle and Far East? 
Alitalia. Where will you find the best food— 
from 7-course first-class champagne dinners 
to appetizing Economy-class meals? Alitalia. 
How can you get “bargains” in incentive 
travel, like side-trips to any of 16 points 
in Italy at no increase over the Rome fare? 


ALITALIA! 


Contact your local Alitalia District Sales Manager or 
write: W. Barton Baldwin, Jr., Direct Sales Officer, 
Alitalia, 666 Fifth Ave., New York, N. Y. 

Offices in New York - Boston - Chicago - Cleveland 
Detroit Miami Montreal New Orleans 
Philadelphia - San Francisco - Washington, D. C. 


"Added e 2 


TO YOUR SALES INCEN- 
TIVE TRAVEL PROGRAM?? 


Specialists in the travel sales 
incentive field for over 20 years, 
Lee Kirkland Travel provides 
you with the glamorous “extras” 
which insure a successful sales 
incentive program. The perfec- 
tion of travel details and ar- 
rangements makes each winner 


feel like a celebrity. 


LEE KIRKLAND 
TRAVEL 


Sales Office 


30 North LaSalle 
Chicago, Illinois 


Executive Offices 


1231 Baltimore 
Kansas City, Mo. 


and Wilding came the decision to ac- 
complish this purpose with a revue- 
type show including constant activity 
and rapid costume changes. It was 
demnet that through pace and mate- 
rial the show would attract attention 
and elicit pleasant audience reaction, 
while simultaneously giving the audi- 
ence a thumbnail sketch of Dodge 
through patter, music and narration. 

Specifically, Wilding was to pro- 
duce a compact musical vignette of 
about 10-12 minutes duration with a 
cast of three. Show was to be directed 
to the general public—a Wilding “first” 
—at auto shows within the confines of 
the Dodge exhibit. 

The display covered sufficient area 
to exhibit eight cars, as well as a con- 
vertible on a turntable. At show time, 
the convertible was driven off the 
turntable, which became the 36-inch 
high stage. 

In Detroit the stage was backed 
with a wall and in Chicago it was 
backed with a curtain. The dressing 
room was a set six by eight feet which 
was rolled onto the turntable-stage at 
the beginning of the show. Set’s wall- 
background was painted in circus 
motif, colors harmonizing with the 
display. Behind the wall were hooks 
for costume changes. 

Lighting was rudimentary—that 
used in the building and in the dis- 
play. But sound was a big problem. 
Noise came from every direction — 
from the milling crowds and from 
other exhibits. A microphone was set 
in front of the act and speakers lo- 
cated in strategic positions to direct 
words and music into the audience’s 
ears. 


> The cast consisted of a pitchman 
and a boy and a girl, each a versatile 
actor, singer and dancer. A piano, 
saxophone and drums provided music. 
The girl had a dresser. There was 
one stagehand. Jim Dexter of Wild- 
ing directed the show and doubled as 
stage manager. 

Original script of “Hear the Story 
of Dodge,” written by Wilding staffer 
Dave Blomquist, covered Dodge’s his- 
tory, “firsts,” and new features—lead- 
ing into after-the-show sales talks hv 
prospects buttonholed by salesmen 

Show began with the blazer-coated 
boy calling the crowd together with a 
circus-type pitch. After an introduc- 
tion in words, music and dance, 
Dodge’s history was delineated in 
similar format. 

In the part about Dodge’s founding 
in 1914, for instance, the boy and 
girl donned dusters and caps. 

“. .. How'd the people get any- 
where?” the girl says over rhythm. 

“They just used a pony or a mare,” 
the boy replies in similar fashion. “It 


sure did save on taxi fare. They just 
walked and used shoe leather. Then 
the car came out. Dodge brothers put 
their heads together.” 

Script takes Dodge history through 
the Roarin’ Twenties (with the Charles- 
ton and flapper dress and raccoon 
coat), the 1930’s (Continental, formal 
gown and tails), the 1940's (bebop 
and crazy hats, man), and the 1950's 
(rock ’n roll, formal and white dinner 
jacket) to the present. 


> Features of the car are pointed out 
in this manner: 

“Now, cats,” says the boy, in dark 
glasses, “these here Dodges is way 

one out there man. I mean they is 

fivin’, and they can, man. Daddy- 
rooneys, they got Gyromatic, s:fe 
guard hydraulic brakes, and stuff so 
new they don’t even know what to 
call it yet, man. Mop! This Dodge 
sings, it hums...” Ete. 

During the approximate 10 min- 
utes of show, there were 18 costume 
changes, each change not longer than 
20 seconds. Amazingly, there was 
only one “goof.” Dexter tells it: 

“I was helping the boy change, 
with our backs to the woman and her 
dresser. Then all at once we turned 
and looked at each other and gasped. 
Same realization struck us at the same 
time. The girl had ‘jumped’ a cos- 
tume change. She was dressed for- 
mally for the ’30’s to dance the Conti- 
nental when she should have had on 
her flapper costume for the ’20’s to do 
the Charleston. So the boy made a 
couple turns around the stage with 
ad libs while the girl changed to her 
flapper costume. 

“The audience loved it. 
thought it was part of the act.” 

Over-all the shows ran smoothly, 
Dexter says, though occasionally some- 
thing minorly disconcerting would 
arise. (Such as kids who returned to 
performances so frequently that they 
learned the lines and repeated them 
with the actors.) 

Wilding staged 120 performances, 
six a day, scheduled so that they 
would not conflict with other acts, for 
10 days at each of the auto shows. 
The act could be staged again any- 
where. It is so portable that cast, 
props, and set fit into a station wagon. 


They 


> Bogue estimates that approximately 
80% of the ‘some 500,000 persons 
who attended the Chicago auto show 
saw the Dodge act. People would 
shop the various acts and then assem- 
ble about 15 minutes ahead of Dodge 
show time. Other acts also came over 
to watch. At Detroit, within two days 
after opening, other exhibitors, recog- 
nizing the success of Dodge’s show, 
added live acts of their own. @ 
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Inside Story on a Customer Congress 


Millwork manufacturer needed some quick answers on what 
products to change, what new products to introduce, what ad 
policies would be best for customers. Solution: a congress of cus- 


tomers. Here’s how Silcrest Co. planned it and how it worked. 


IN DECEMBER, Silcrest Company, 
Wausau, Wis., millwork manufacturer, 
decided that it needed answers to 
some questions before making major 
policy changes in 1959. 

We had to find out whether to 
introduce changes on certain products 
as well as to come out with brand- 
new products. We had to formulate 
advertising policies that would do our 
customers the most good. We had to 
find out how far our customers would 
cooperate in bearing the expense of 
literature and other sales aids. And 
we had other problems. 

Then we got an inspiration. What 
better source for answers could we 
have than the customers themselves? 
This was the beginning of “Cresto- 
rama °59,” a customer congress of 
some of the largest building supply 
dealers in the country. Silcrest began 
to make plans for a three-day con- 
vention to be held at the Edgewater 
Hotel, Madison, Wis., Feb. 10-12. 

Why the Edgewater Hotel in Madi- 
son when our plant is in Wausau? 
Main reason was the proximity of 
Forest Products Laboratory, a $5-mil- 
lion wood research plant two miles 
outside of Madison. The laboratory is 
a project of U.S. Dept. of Agricul- 
ture and we knew that our customers 
would be interested in the latest re- 
search techniques on wood and wood 
finishing. Secondarily, we wanted a 
secluded site where we had a better 
chance to keep all our customers to- 
gether. Edgewater Hotel offered these 
advantages. In addition, it is situated 
on the shores of Lake Mendota. Din- 
ing room and most of the guests’ 
rooms overlooked the lake. It made 
a very pleasant place to have our 
meeting. The hotel also had two cock- 
tail — where the guests could 
relax, a large meeting room for the 
entire group, separate rooms for panel 
discussions and all the facilities we 
would need in lighting, staging, sound, 
microphones and_ recording equip- 
ment. 
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By JOHN EVANS 
Sales Manager, Silcrest Company 


Crestorama ‘59 was planned as a 
joint sales and advertising promotion. 
Early in January, James Simcik of our 
advertising department, and Newton 
Stein, Stein Advertising Agency, Min- 
neapolis, went to Madison to make 
preliminary arrangements. In addi- 
tion to ironing out details with Au- 
gust Faulkner, manager of the Edge- 
water Hotel and his staff, they got 
in a huddle with Arlie Mucks, Madi- 
son Chamber of Commerce. Mucks 
pledged the wholehearted support of 
the chamber. He was a great help to 
us in lining up our “Miss Crestorama,” 
Miss Nancy Holm, and helped us to 
contact newspapers, travel companies, 
etc. 

We also promoted Crestorama °59 
through North Central Airlines, who 
offered to erect signs at the Madison, 
Chicago and Milwaukee airports to 
greet Crestorama guests. Arrange- 
ments were made with the limousine 
service from the airport to post signs 
on limousines themselves. The hotel 
took care of a large banner to wel- 
come our guests at the hotel entrance. 

A series of mailings were spread 
over a three-week period to keep 
dealers stimulated. North Central Air- 
lines sent travel cards to our guests to 
facilitate moving of baggage from 
plane to the hotel. Of course, during 
all this time, our salesmen on the road 
were “talking it up” and urging our 
customers to be at Crestorama. 

We had a photographer to cover 
the event. He took over 200 pictures 
in the three days. Later, we sent 
photos to guests, press and trade pa- 
pers. 

We wanted a “name” speaker, pref- 
erably affiliated with the building 
field. We arranged to get Buckmins- 
ter Fuller, world-famous “dome” ar- 
chitect and president of Geodesics, 
Inc., Raleigh, N.C. Fuller’s fee was 
$500 plus expenses but we felt it 
would be well worth it if it meant 
better attendance. 

Then we went about preparing the 


format of the three-day affair. In ad- 
dition to speeches by our top man- 
agement, we lined up K. B. Willett, 
vice-president, Hardware Mutuals, 
Stevens Point, Wis., to speak on “Are 
There Slivers in Your PR?” Dudley 
Redfield, Research Analysis Division, 
F. W. Dodge Corp., was signed to 
speak on “Are You Getting Your 
Share of the Market?” Gordon Law- 
ler, editor, American Lumberman 
magazine, agreed to speak on “Dealer 
Opportunities in 1959.” Donald F. 
Laughnan, research scientist, Forest 
Products Laboratory, was to speak on 
“What You Should Know About 
Wood.” 

To help us get answers to many 
questions, we prepared a question- 
naire for our customers to fill out. 
This was given out right after the 
speech of L. T. Riordan, Silcrest 
president, who touched on many of 
the questions in his talk. 

We wanted every minute of the 
day planned. As we saw it, we were 
going to considerable expense to stage 
this affair and we wanted both our- 
selves and our customers to get the 
most out of it. What we didnt want 
was for our guests to leave the hotel 
during the day. Our coffee breaks 
and relaxation periods were, there- 
fore, short. We wanted our guests to 
realize we were here for business 


> We worked a series of panel dis- 
cussions on different topics into the 
program. These panels were headed 
by outstanding men in the field and 
some of them were our own custom- 
ers. As it turned out, these panels 
provided some of the most valuable 
information of the entire event. 

To kick off each panel, moderators 
gave a five- to 10-minute talk on the 
panel subject. Following this, the en- 
tire group split up to attend panels of 
their choice. When registering at the 
hotel, each guest was asked to fill out 
a form to indicate his first, second and 
third choices of panels. Just before 
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the panel groups assembled, we were 
able to post the room and panel as- 
signments for all to see. At each panel 
discussion, we had one of our sales- 
men sitting in to help stimulate con- 
versation and to record proceedings 
with portable tape recorders. 

After the day’s events were com- 
pleted, we had a cocktail period 
before eating, and after dinner listened 
to our featured speaker. 

Now a word about registration. All 
guests were given self-adhesive name 
plates to put on their lapels. Names 
were already lettered on badges. 
These were handed out by our host- 
ess, a beautiful redheaded stewardess 
borrowed from North Central Air- 
lines. She wore a “Miss Crestorama 
59” banner and she handed to each 
guest a complete kit including official 
program, welcome information from 
City of Madison and the hotel, other 
material and paper and pencil for 
notes. We also gave every guest a 
copy of Forest Products Laboratory's 
handbook on wood and wood uses. 

Timing, as I said before, was im- 
portant to the success of the affair. 
We had the hotel buzz all guests a 
half hour before breakfast, which 
started at 8 o'clock. Except for break- 
fast, menus offered guests two choices 


FORE *2 \TEE-FIVE MINUTES 
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—either fish or meat. We had no com- 
plaint with this arrangement and the 
catering was handled very well. On 
the first day we had some introduc- 
tory speeches at breakfast, during 
which Robert Zimmerman, Wiscon- 
sin’s Secretary of State, gave the offi- 
cial state welcome. 

We engaged the services of a sec- 
retarial service to record every word 
of Crestorama 59. Some 200 type- 
written pages of copy resulted from 
recording the procedure of the first 
day alone. One panel discussion 
lasted about an hour and took 40 
pages. This was not cheap service. It 
ended up costing us about $400. 
However, we felt it was well worth 
the money because now we had a per- 
manent record. Cost not only in- 
cluded recording but transcribing the 
entire event as well. It took about a 
week to get the complete transcrip- 
tion. 

In addition to banners at the air- 
port, on limousines, hotel marquee, 
lobbies of the airport and hotel, we 
made up about 25 signs, one by two 
feet. On these we had slogans let- 
tered such as: “It’s Crestline in ’59”; 
“This is your biggest year with Crest- 
line”; “Sell more Crestline in 59.” 
These signs. were posted throughout 
the hotel in and outside of elevators, 
on walls, in lounges, stairways and 
wherever our guests went and con- 
gregated. 


> Weekend before the affair began, 


| we all heaved a deep sigh of relief 


and were confident that all details 
and arrangements had been made and 
we were well prepared for our guests. 
Lo and behold! On Monday morning 
as we began to pack for the short 
trip to Madison, a snow and sleet 
storm descended on the Midwest. On 
checking with the airport we were 
notified that this condition existed 
throughout most of the country and 
all planes were grounded indefinitely. 
We left Wausau at once by car 
with feelings of foreboding. On ar- 
riving at Madison, we found the air- 
port closed. Telegrams began pour- 
ing into the Edgewater from many 
of our guests some of whom were 
stranded hundreds of miles away 
from home. We advised all of them 
to take the next plane, bus or car, or 
what have you, and do their best to 
arrive by evening or early morning on 
Tuesday. On Tuesday morning the 
conditions hadn’t improved. Planes 
were still grounded and flights were 
cancelled at least until afternoon. 
One of our good dealers from Bal- 
timore, coming by way of Chicago, 
was unable to Iand in Madison and 
was taken to Minneapolis. There he 
got a train at 11 p.m. on Monday 
evening, transferred in the middle of 


TIMETABLE 
Promotion to Customers 


Jan. 7 — Kickoff letter 

Jan. 9 — Color postcard from 
Edgewater Hotel 

Jan. 12 — Broadside 

Jan. 14 — Another broadside 
Jan. 15 — Formal 
with return cards 
Jan. 16— Letter to outline 
ways to travel to Madison 
Jan. 20 — Letter from North 
Central Airlines 


Jan. 21 — Letter and booklet 
from Forest Products Labora- 
tory 


invitations 


Jan. 23 — Program of three- 
day event 


Feb. 1 — “C-Notes” (house or- 
gan) devoted to Crestorama 
and mailed to entire list 


Feb. 3 — Thank-you letter to 
guests who had made reser- 
vations 


Feb. 4—Letter with return 
card asking for method of 
transportation and time of 
arrival. 

Feb. 5 — Reminder letter ask- 
ing guests to be sure to make 
hotel reservations. 


the night in a backwoods crossing in 
Wisconsin and arrived at 6 a.m. Tues- 
day morning. He shaved and came 
down to breakfast joking about his 
experience. 

Matter of fact, we were simply 
amazed at the turnout we got in spite 
of the elements. Only about 15 or 20 
of our customers were unable to at- 
tend. 

Everything went along beautifully 
and our meeting was a complete suc- 
cess in spite of the weather. Our 
guesis complimented us at the thor- 
oughness of our preparations and we 
were glad that we had spent so much 
time on details. Many of our cus- 
tomers accompanied us to the plant 
on Thursday and we took them on a 
tour. 

Our cost for the entire event was 
about $4,000, and in publicity and 
goodwill, not to mention valuable 
answers we received to some very 
important questions, we feel that it 
was well worth it. In fact, we are 
making plans for Crestorama ’60. 
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wed Beak | 


RAYMOND E. ROWLAND C. J. GIBSON, JR. 


President President 
Ralston Purina Co. Gibson Refrigerator Co. 


SALUTES 


these eminent business leaders — all of whom exemplify dynamic leadership 
and dedicated service in the best American tradition. 


These executives — and many others like them — have found that the 
sales incentive of a Hollywood Beach Hotel vacation is a 
guarantee of exceptional sales results. Here’s why: 


The Hollywood Beach Hotel Plone ofiers its own private 18-hole golf 
course, king-sized swimming pool, four tennis courts, 1,000 feet of 

beach and many other recreational facilities — all self-contained on 135 lush 
tropical acres. 


The Hollywood Beach Hotel r¥lone offers 40,000 square feet of function 
space, air-conditioned, and all on one floor. 


The Hollywood Beach Hotel bloue — under the same ownership 
for the past twelve years — provides management stability developed 
through years of experience in dealing with groups of all sizes. 


These assets represent a sales incentive package with a double-edged 
appeal: assurance of value received to those who plan sales 
incentive programs, and the promise of a wonderful vacation to 
those who participate. 


Yes — when the Hollywood Beach Hotei — one of America’s truly 
splendid resorts — is the focal point of a sales incentive 
program, sales results are exceptional. 


For more information call or write Richard H. Frey, General Sales Manager 


HOTEL/GOLF CLUB 
HOLLYWOOD / FLORIDA 
BEN TOBIN, President 


Chicago Office: SU 7-1563 
New York Office: MU 8-6667 


HENRY M. HAASE 
JOHN B. CLARK President 
President York Division, 
Coats and Clark, Inc. Borg-Warner Corp. 
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Don't Push Your Wife 


Into a Convention 


Star of Broadway play about a convention gives 


her views on the role sometimes thrust upon 


wives. Her advice to husbands: “Don’t pretend 


it’s social life when it’s really business.” 


By CELESTE HOLM 


IF YOUR WIFE enjoys a convention, 
hooray! If she doesn’t, don’t push her 
into it. 

Within the last few years corpora- 
tions have discovered that wives can 
have a lot to do with the success of a 
convention. Husbands’ attendance at 
meetings improves and sessions are 


more businesslike, say the corpora- 
tions. Delegates are more alert, more 
attentive and more receptive when 
wives go along. 

But some corporations have gone 
overboard! They demand that wives 
attend and the impression a wife 
makes at a convention may have a 


et \ 


CELESTE HOLM and Andrew Duggan portray Mr. and Mrs. Douglas Sayre in 
“Third Best Sport’. She has just returned from Sobering Up Room, company 
promotion at convention, where she goofed—served bourbon instead of coffee. 
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lot to do with her husband’s success 
and advancement in the company. 
Pressure to make a good impression 
may turn a convention into a night- 
mare for some wives. And if a wife 
is afraid of making a bad impression, 
she'll make one, all right. 

My present Broadway play, Third 
Best Sport, by Eleanor and Leo Bayer, 
is an example of this kind of thing. 
Scene takes place in a suite of a 
Florida hotel where a convention is 
going on full blast. I play the part 
of Helen, wife of Douglas Sayre, gen- 
eral manager, Norse Wagner Co. 
Helen has been married for only two 
weeks. This is her first convention 
and her first taste of business life. 

A big sales deal hinges on a cock- 
tail party Doug and Helen give for 
Mr. and Mrs. McHenry. (McHenry is 
a prospect for Norse Wagner’s new 
“Turbojet Control.”) One of the wives 
gives Helen advice on how to act 
with Mrs. McHenry. “Whatever she 
says—agree with her. Whatever she 
wants—give it to her. Whatever she 
thinks—you think so too. In fact, you 
think so twice as much. You mustn’t 
be intellectual, honey. You must be 
‘real people.’ Now the first thing to 
remember is to act gracious. What- 
ever the McHenrys say—be fascinated. 
If they talk about their aches and 
pains—ooze sympathy. Be sure to say 
something nice to everyone you meet.” 

Of course, like many a typical wife, 
this advice goes against Helen’s grain. 
In the play she rebels against acting 
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THE: QUEEN ELIZABETH 


Your new convention host in Montreal 
The ultra-modern Queen Elizabeth, conveniently located 
in the heart of gay, colourful and provocative Montreal, is 


more than 4000 for meetings, the Queen Elizabeth is a 
‘natural’ for large conventions. Other fine Canadian National 
Hotels are especially designed to provide superb facilities 


and accommodations. In colourful settings from coast to 
coast, CNR Hotels render a complete service for conventions, 


the latest addition to the growing family of fine Canadian 
National Hotels. With 1216 bedrooms, and facilities for 


LE REINE ELIZABETH 


For full information, including thorough travel and convention-planning services, write: 
A. P. Lait, Manager, Convention Bureau, Canadian NATIONAL Railways, Montreal, Canada. 
The Queen Elizabeth , WINNIPEG e The Fort Garry 

MONTREAL © 1 Reine Elizabeth HALIFAX © The Nova Scotian 
OTTAWA Chateau Laurier CHARLOTTETOWN e The Charlottetown 
JASPER NATIONAL PARK e Jasper Park Lodge —s sT. JOHN'S @ Newfoundland Hotel 
VANCOUVER e Hotel Vancouver t 
EDMONTON e The Macdonald 
SASKATOON e The Bessborough 
*A CNR Hotel Operated by Hilton of Canada, Ltd. 


{Under joint management of the Canadian National 
Railways and the Canadian Pacific Railway Company. 


CANADIAN 
NATIONAL 
RAILWAYS 


TRAVEL RELAXED ...TAKE THE TRAIN 
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THE WORLD'S AT YOUR FEET! | | EY Minader 
When You “a IN THE CLOUDS | 


Convene at i RESORT HOTEL @ ...cordially solicits your 


up meetings from 25 to 400. 
LOOKOUT MOUNTAIN, TENN. — . 


: 


@ ... Adequate meeting, dining 
and conference rooms. 


@...For your free 
time, outstanding 
resort facilities 
* in the heart of 
sy Palm Springs. 


| « 
UNUSUAL AMERICAN PLAN RESORT [ 
with food, service, and accommodations matching oid 
the grandeur of a view encompassing seven states. woter 


Swimming Pool * Horseback Riding * Tennis PALM SPRINGS, CALIF 
Archery * Free Golf * Shuffleboard * Putting peony 
Greens * Name Bands and Supper Club Stars. RICHARD VANDER VEER 


PLUS OUTSTANDING CONVENTION FACILITIES enamel 
Seven Meeting Rooms—Largest seating more than 
500 . . . King Arthur's Roundtable—perfect for 
conferences of 20 to 40 . . . dining indoors or 
out . . . newly furnished comfortable accommoda- 
tions for groups to 350. 


IDEAL LOCATION . . . NEAR CHATTANOOGA . . . SERVED BY: 


Braniff * Capital * Delta * Eastern * Southeast 
More than 40 Daily Flights. Southern * N C & St. L 
16 trains daily. Hotel transportation from terminals. 


Write, wire or call collect: JACK M. SLONE, President 
(Winter Address: 18925 Collins Ave., Miami Beach, 
Fla, Wilson 5-5011) 


> aa | 
CLo Charm and graciousness 
ee IN THE UDS Pie are inherent in the ver 
: actle LOOKOUT MOUNTAIN, TENNESSEE atmosphere—blended wit 
all modern conveniences 


and delicious food. 


Write today 


Various size rooms for 


CONVENTION MOTOR HOTEL & RESORT | groups from 10 to 600— 
\J I) the beautiful Jefferson 


Ballroom and the stately 
GROUPS TO 300 INVITED. Meeting rooms and | | — ee reap Street level 
exhibit halls soundproofed, air-conditioned, com- - — in ehibits. a 
plete with stage, audio-visual equipment and] | — ; 

closed circuit TV. Private bar, dining and | air CONDITIONED 


banquet rooms. v7 WRITE FOR BROCHURE 


COMPLETELY AIR-CONDITIONED. Restau- { | ‘ — M. eo 
rant and lounge. TV-radio. Indoor and out- magne Swester 
door pools. Bowling. Summer theatre. Ice 


skating. Golf. Shopping. gsen 


Opens May, 1959. Groups wel- } Locaren at Edens Expressway (Rt. 41) exit of | | 
come at all times. For information: } jilincis Tollway and Skokie Highway (Rt. 50). 20] | HOTEL 
H minutes to O'Hare International Airport and down- 
900 oe Sr Chasene itieats town Chicago. A Startling New Concept! 
Phone: SUperior 7-4563 l | RICHMOND, VIRGINIA 


HIGHLAND PARK, ILLINOIS 
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in a manner which she finds dishon- 
est. This causes conflict between her 
and Doug. She says to him, “You 
mean just sort of pretend on the sur- 
face, and stay myself underneath? 
Like a jar labeled maple syrup — but 
it’s really motor oil? There’s a Fed- 
eral law. If the jar says maple syrup, 
it’s got to be maple se a 

In another part of the play she 
says, “Look, Doug, I know that some 

ople can look and act one way and 
Feel another, but I just can’t. If I 
have to pretend the way I feel, I just 
get all unfocused.” 

John Wagner, president of the com- 
any, loses no time in telling Doug 
ow he feels about Helen. “The com- 

pany’s helped you on to a brilliant 
career. We have a stake in you, and 
it has to be protected. When you 
chose a wife you should have been 
guided by what is good for us. If only 
you'd came to us before you went 
into this marriage — our psychiatrist 
could have spotted trouble ahead. 
Personnel assured me that Marge 
would help Chuck (assistant general 
manager) go right » the ladder. They 
could tell just by showing her a few 
ink blots.” 

Helen tries her best. But true to 
her own prediction she gets “all un- 
focused” and bollixes up the party. 

She might have been able to swing 
it if she Fadn't been forced into un- 
natural behavior. A person can do 
many things in life that are difficult 
and demanding as long as there are 
other times when the pressure is off. 

But Helen doesn’t have one mo- 
ment when the pressure is off. If she 
isn’t entertaining, she is supposed to 
be at some scheduled event for wives! 

It upsets her, too, that her husband 
doesn’t have any free time. Every- 
thing is business. One character in 
the play puts it this way: “You used 
to trade eight hours for a salary, now 
you're trading 24. You used to have 
an office life and a private life—now 
you have only a company life. The 
corporation used to want your sweat 
—now it wants your souls.” 

This play is a comedy and appeals 
to everyone on that basis. Of course, 
incidents are slightly exaggerated. 
Yet, what makes something funny? In 
many instances, as in this one, com- 
edy is based on truth. 

Many corporations force wives into 
similar positions. Some wives enjoy 


TA MA NA me 

1725 TULANE AVE. 

IN DOWNTOWN NEW ORLEANS 
Phone EX. 5411 


TWX No. 407X 
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this type of double life. Others don't. 
If your wife doesn’t, don’t force her 
into it. Shell make a worse impres- 
sion than if she doesn’t go at all. Let 
her do as much as she can enjoy but 
don’t ask her to do anything she 
doesn’t feel capable of doing. 

Many times at these conventions 
you have to act as though the people 
you meet are going to be your best 
friends. This is ridiculous. Don’t pre- 
tend it’s social life when it’s really 
business. Entertaining for business is 
fine as long as youre not kidding 
yourself as to why you're entertaining. 


Business is business and should be 
kept that way. 

I am a person who believes in the 
sanctity of the home. A man’s home 
should be his castle. During a 24-hour 
day there should be a period when the 
door is closed to all business. A man 
will produce more for his company 
on Monday if he can relax and do 
something of his choice on Sunday. 

It’s your wife’s job to keep your 
home your castle. If she wants to ta 
along to your convention, well and 
good. If she doesn’t, let her stick to 
her main job. 


hy split up yout. group 2 


you can house all your people together... 
hold all your exhibits on one floor...at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 
Gives you all the specialized equipment and services of Detroit’s biggest 
hotel—plus one-floor convenience for your exhibits. With all members 
housed at hand, group interest stays high— meetings pay off in sales results! 


@ Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


®@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


@ 15,000 sq. ft. of exhibit space available—on one floor, assuring a more 


convenient and impressive show. 

1,200 attractive guest rooms, 

all with radio and TV. 

4 fine restaurants, 3 bars 

for relaxation and entertaining. 

All guest, public, function rooms, 

exhibit areas fully air-conditioned. 

Detroit’s only completely 

air-conditioned hotel. 


THE 


SHERATON-CADILLAC 


Mr. William Goldsberry, Sales Director 
Sheraton-Cadillac Hotel, Dept. A.} 
1114 Washington Boulevard, Detroit, Michigan. 


Please send me your Convention Brochure 
with all details, 


Name 
Company 
Address 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan *« Phone WOodward 1-8000 


12 Tips on How to Train 


Yourself to Read Aloud Well 


HAVE YOU NOTICED how often 
sales executives read to their audi- 
ences at a convention or sales meet- 
ing? When they read well, they make 
a real contribution to the success of 
the program. When they read in- 
eptly, they make a poor impression; 
the audience is bored; the progam 
sags. 

As an executive, you owe it to 
yourself to master the skill of reading 
aloud well—whether a speech before 
a convention, minutes to a committee, 
or a report to a sales meeting. 

The late F.D.R. was a superb 
oral reader — not a great or even a 
good extempore speaker. He read his 
manuscripts as if he were chatting 
with you around the fireplace. His 
“as if’ approach in nolteg aloud 
made people think of him as a great 
public speaker. 

Now the two chief aims of the sales 
executive who wants to be a skillful 
oral reader are: 


1. To make the matter easy for 
his audience to understand. 


2. To hold the attentior of his 
audience. 


When you achieve these two aims, 
you need not fear boring others with 
your reading. In face-to-face situa- 
tions, your reading is both mg 
to the ear and eye of the listener. 
Surveys indicate that audiences pre- 
fer to listen to excellent reaciers than 
to poor public speakers. Incidentally, 
one of the best ways to become an 
excellent public speaker is t> master 
first the art of reading aloud. 

Let’s assume you have paid little 
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attention to the technique of reading 
aloud. How much time will you have 
to spend to master the 12 suggestions 
that follow? Two weeks—if you have 
no unusual sight or speech handicaps. 
But you must practice at least 15 
minutes a day for each of the 14 days; 
preferably, the same time every day, 
such as after dinner. (Certainly, a 
stingy price for such a useful — and 
for many —a most valuable skill!) 

So, let’s turn to 12 suggestions to 
become a skillful oral reader. You 
may want to use the suggestions sim- 
ply to check up on your present oral 
reading habits. Or, you can use 
them to train yourself to read aloud 
in a masterful way — starting from 
scratch. 


1. Read the matter silently before 
you read it aloud. Make sure you 
know the meaning and pronunciation 
of every word. If you don’t, consult 
a good dictionary. As you grow in 
skill in reading aloud, you won't have 
to read the matter silently before- 
hand. In the beginning, it’s necessary 
to do so. Later on, optional — de- 
pending on your skill and confidence. 


2. Read from a standing position 
first. Stand tall; chest high — to lift it 
off the diaphragm for easy breathing; 
hands at sides between gestures. 


3. Put your reading matter on a 
lectern. If you don’t have one, here’s 
an idea for a useful makeshift: Turn 
a waste-paper basket upside-down on 
a desk or table. It comes to just about 
the right height. 


4. Practice before a mirror—large 
as possible. A full-length mirror is 


How to Master 
The Art of 
Reading Speeches 


By JAMES F. BENDER Ph.D. 
James F. Bender & Associates 


ideal. If you practice in your bedroom 
you may have a full-length mirror on 
your closet door. Put the table (with 
the upside-down waste basket) before 
it. 


5. Before you begin to read, ap- 
praise or survey your make-believe 
audience. You do this by looking into 
the mirror. Let your eyes travel to 
encompass your entire audience. You 
do this to get attention; to establish 
your authority over the audience; to 
get set. 


6. Announce the title of what 
you're going to read as part of your 
introductory remarks. 


7. Read communicatively. This 
means glance up at your make-believe 
audience as often as you can. Favor 
a different part of the audience each 
time you glance up. This maintains 
your contact with everyone in the au- 
dience. It allows you to supplement 
your words with meaningful facial ex- 
pression, too. 

As you practice you'll notice that 
you'll look up increasingly often—and 
for longer periods. Reason, of course, 
is that your eye-span for phrases, 
clauses, and sentences will expand. 
This is very desirable. For an audi- 
ence of one or many gets bored with 
the reader who keeps his head down 
—his nose in the manuscript. 


8. Read conversationally, not in a 
wooden way. Here a voice recorder 
is of great help. Your aim is to make 
the reading sound like talking. And 
so youll vary your tempo and your 
voice—just as you do in lively conver- 
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This world-famous resort offers every facility : 


to get more work done...while you have more fun 


@ Unequalied Convenience Under One Roof. This 
complete year-round resort has every facility right 
on premises. Your men (and their wives, too) are 
happy to stay right on the spot, available for meet- 
ings. Yet the Concord is just 90 minutes from New 
York City over new super highways. Airport 
nearby. Scheduled bus and limousine service too. 


@ Meeting and Exhibition Space. 16 meeting 
rooms — capacity from 10 to 2000 persons. Com- 
pletely Air-Conditioned. No extra charge for use. 


@ Convention Equipment. Slide and motion pic- 
ture projectors, duplicating machines, typewriters, 
public address system, everything you need for the 
usual convention business... plus technical main- 
tenance help to set up displays. 


@ Accommodations. Handsome rooms and suites 
to accommodate 2000 persons. Deluxe master suites 
too. If you like luxury, you'll love the Concord! 


@ Gourmet Cuisine. Superb, plentiful food on the 
economical American Plan. Conventioneers dine 
together... discuss and fraternize. Private dining 
rooms, if desired. Banquet facilities for up to 2000. 


@ Sports and Recreation. Two great golf courses, 
under head pro Jimmy Demaret. Huge Outdoor 
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Pool and glass-enclosed, radiant heated Indoor 
Tropical Pool — supervised by Buster Crabbe. Year- 
round ice skating — skiing too when temperature’s 
below 32°. Health Clubs for both men and women, 
indoor sunbathing in the luxurious Cabana Club. 
Plus every other popular sports facility. 


@ Ladies Too! Yes, every vacation and recreation 
desire is filled to keep the little darlings happy 
while you attend to convention business. Beauty 
parlors, glamorous new shops, right on premises. 


YES, THE CONCORD HAS THE EQUIPMENT AND THE 
MANPOWER TO HELP MAKE YOUR CONVENTION THE 
GREATEST EVER. We've had hundreds of the biggest 


and best — and they come back year after year. 
Here are just a few of our recent clients: 


New York State Kiwanis, Philco TV, Prudential 

Life Insurance Co., Mutual of Omaha, Motorola 

TV, American Road Builders Association, Rotary 
International, Westinghouse. 


For complete information, call, wire or write: 


RAY PARKER, MANAGER 
JAY COHEN, CONVENTION SALES MANAGER 


CONCORD HOTEL “ves'cre* 


Call Monticello 1140 or, direct line from N.Y.C., CHickering 4-0771 
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Groups of 25 to 530 enjoy the ideal 
accommodations offered here: 


e Entire hotel 100% Air- 
Conditioned. 


e Only New York hotel with | 7 
Only New York hotel witha |  Supremely Suitable 


seats, Can be'set Up sehaal for SALES MEETINGS 
CONVENTIONS + BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 

. : nearest everything, with 
Hproof meeting rooms complete facilities for 
that can be expanded to suit. everything. 


Closed circuit telecasts. | aif 
Superb catering facilities— \ Che 


luncheon, banquet or cocktail , 
party. Chefs of world renown. RA K a 
1200 rooms, air-conditioned 

and thermostatically controlled PHILADELPHIA 
for year-round comfort for out- 

of-town guests. Private bath, 

radio in every room. TV. * Luxurious Guest Rooms and 
Owner - Management assures personalized Executive Suites 


service. Arrange 1958-59 bookings now. Write *® Closed Circuit TV 
to Director of Sales for illustrated brochure. * Meeting and Functional Rooms 


for 10 to 850 


BARBIZON=PLAZA . eicisecs.seut, ssi nano 


1512 SPRUCE STREET © Kingsley 5-0100 
Overlooking Central Park. Just 2 blocks to New Coliseum. B. B. LEIDER, Managing Director 


106 CENTRAL PARK SOUTH AT 6TH AVENUE, NEW YORK19, N.Y. 


" GET THESE EXrp, | A WHOLE CONVENTION TOWN 
your ceccnenteada | for 50 to 800 under one roof 


WHEL ene : . ‘, EASY TO PLAN 
/ - y T U L S A I ahi ee 5 as Resident Convention Manager 
‘ 5; Seried Assembly Rooms 
Public Address Systems 
Committee Rooms 
> - ‘ America’s finest West a Banquet Hall—Ballroom 
convenient Convention City! ern, art & historiec Exhibit Areas 
colastion. F sa Roof Garden Suite 
. FOR MEDIUM SIZED MEETINGS, up to 2500! TerrrstLate " ite 6 saanggaaaa 


Tulsa has that ms d | Spacious Bedrooms 
sa has that many downtown rooms, plus eens tertien 


custom designed convention facilities, ade- PHILBROOK Barber Shop * Health Baths 
quate public space for banquets, meetings Civic & cultural centeg 


5 : ° ge Nearby: world - iad FUN FOR WIVES 
and exhibits! Two turnpikes, 65 airline rose gorden, . rnc al 


flights daily, bus and railroad center! Anda a Luncheon Parties 
professional bureau with the “know-how” | a | Card Parties 
to help you plan your most successful — and > Fashion Shows 


eset dmeseial — & RECREATIO 4 Couturier Shops 
pleasant convention. F. Center of scores of beav-a | Sundecks © Buffets 


America’s finest and most 


tiful lakes & recrection — } Lobby Concerts 
Write Gene Arwood... areas. a Beauty Salon 

ua plus 2 Luxury Service 

Indians! Western history! Nightly Danci 
CONVENTION & VISITORS BUREAU | [ptlansiweners piston ahtly Dancing 


Write for free Convention Organizing 
616 S. BOSTON . ideal year round. 7 Folios—Coordinating folio for General 


Chairman—separate folio to guide 


TULSA’ ee Waa 


rs Ay f hac hy ™ \ \ ~ } Boardwalk at Michigan Avenue 
TF elds ph tag LT O)))) | — | Atlantic City 
°% , ae oe ae BS ATlantic City 4-8111 
Oil Capital of the World . . . and = John Leishman, 


America’s Most Beautiful City <a Convention Mgr. 


SALES MEETINGS/Part 11 SALES MANAGEMENT 


sation. If you read your own manu- 
script, write it in conversational style, 
with interjections, “you attitude,” etc. 


9. Now take up your manuscript 
or book and — at the end of a para- 
graph — walk out from behind the 
lectern. Stand still, survey the audi- 
ence, and start to read again. (Don’t 
hide your face with the reading ma- 
terial.) This is a bit of showmanship 
—a comfortable break for you and 
the audience too — especially if you're 
reading a long piece. (You can’t do 
this, of course, if you're reading be- 
fore a stationary microphone.) 


10. Keep your place in the read- 
ing matter so you won't lose it as you 
ge up. One way to do this is to 

eep your thumb in the margin — op- 
posite the line you're reading. 


11. Now, practice from a sitting 
position. eae up at the audience in 
the mirror as you read. Assume again 
that you're reading to a committee 


or panel around a table. In the course | 
of your reading, glance up at every | 
member present —not in successive | 
order; skip around as vou do in a | 


conversation circle. 


12. Mark up your manuscript to | 


get the most out of it -- to make it 
easy to read. If it’s a formal presenta- 


tion you're reading, have it typed | 
triple-spaced, four spaces between | 


paragraphs. Use capitals generously. 
Allow several spaces between sen- 
tences. Indicate pauses, special em- 
phasis, even gestures. Use any indi- 


cation to help you — colored mark- | 


ings, etc. 


> Here then, by practicing these 12 
suggestions, is a way to read aloud 
well. Result, more personal confi- 
dence before an audience and added 
competence. When the sales execu- 
tive reads aloud well at his own sales 
meetings, he provides his salesmen 
with a good model. They'll admire 
him for it. 


— 


RESTAURANT SrOK 


PSE AEE NT 


OLD ITALY PIZZA 
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“You have your nerve.” 
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An exciting new adventure in 


INNER SPAGE 


at Chicago's 
newest hotel 


NS 


yas 
A N 


MAY * 


oS 
CHICAGO’S Executive House, a new ultra-modern 
40-story skyscraper with drive-in garage, ideally locat- 
ed on the edge of the famous loop, introduces many 


| innovations that add new dimensions to luxury hotel 


living. The Executive House sets new standards for 


| America’s most pampered guests. 


Write for Colorful Brochure 


ExcabvetHeuse 


Dept. SM 71 E. Wacker Dr., Chicago 1, iil. 


1. M. Quarles, General Manage 


CONVENE AT 
BEAUTIFUL... 


Grand 
. Hotel 


MACKINAC ISLAND 
MICHIGAN 


FIRST STOP on circular tour 
route is to hear about func- 
tion of machine valve. 


SALES ENGINEERS get in 
position to wait for first 
visitor who wants to go on 
circular tour at exposition. 


ITS ENGINEERS went around in 
circles at a recent exposition and 
Crown Cork and Seal Co. wound up 
with a half-a-million dollars in sales 
plus a substantial list of leads. 

Crown calls it “Planned Formation 
Display Engineering.” Basically, it’s 
a 15-minute guided tour of a new 
bottling machine, Cem Uni-Blend 
10-40. Tour was used at the 1958 
International Soft Drink Industry Ex- 
position, Atlantic City. 
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When planning their exhibit, Crown 
officials aimed for extra impact. An 
attractive display was not enough to 
attract the number of prospects they 
wanted. 

They came up with the tour idea. 
It got the right results. Equipment 
was demonstrated to more visitors 
than ever before and they were 
pleased. They obtained more informa- 
tion in less time. 


This is how it works: As a visitor 


approaches the exhibit, he is greeted 
by one of several sales representatives 
stationed in an outer circle around the 
machine. The representative takes him 
to the inner circle where sales engi- 
neers are guiding groups of visitors 
around the machine. 

The representative introduces the 
visitor to an engineer. Visitor joins 
engineer's group and is ready to start 
his tour. Because each engineer trav- 
els continuously around the machine, 


SALES MEETINGS/Part 11 SALES MANAGEMENT 


in Circles 


Circular tour of operating bottling ma- 


chine pays off at exposition to tune of 


half-million dollars. It took three days 


to train salesmen and engineers to 


conduct tour and perform effectively. 


it does not matter where an individual 
comes in. He will still complete the 
cycle. 

Sequence of the tour goes like this: 
Machine is turned on for five min- 
utes. During this period each engineer 
with his group in tow, circles machine 
clockwise while explaining individual 
features. Next comes a 10-minute 
downtime when engineers are free to 
break formation. They answer ques- 
tions and explain those parts best un- 
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ENGINEER EFFECTIVELY ex- 
plains another feature. 
Training for engineers 
started two months before 
show. 


AFTER COMPLETING the cycle, visitor considers buying the equipment. 


derstood when machine is not in op- 
eration. At the end of 15 minutes, tour 
is complete. Engineer then returns to 
position he occupied when machine 
was running and he is ready to start 
next 15-minute period. 

Visitors accompany engineers 
around the circle until they reach 
their starting points. It does not mat- 
ter if a visitor joins a group after the 
five-minute running period; he sees 
the machine in operation somewhere 


in the middle of the 15-minute tour 
instead of at the beginning. Because 
each engineer has an ever changing 
group, visitors can come and go with 
out embarrassment. 

If a visitor shows buying tenden 
cies, he is escorted back to a repre 
sentative. Business is conducted in 
private office spaces provided at rear 
of exhibit. Since top Crown execu- 
tives from president on down are 
present, no decision is too great. 
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Fort Lauderdale’s only convention hotel 


GALT OCEAN MILE HOTEL 


Directly on the ocean, this 250-room completely air- 


For detailed 
information write 
for the first time in this Gold Coast “‘ Venice of America.” Convention Dept. §.1 
GALT OCEAN 
MILE HOTEL 


Fort Lauderdale, 
par 3 golf course and vast sunning patio, you have avail- Florida 


conditioned luxury hotel provides convention facilities 


In addition to enjoying the pleasures of a 600-foot 
private beach, olympic-size fresh water pool, adjacent 


able pillar-free meeting rooms for 50 to 1000 persons. 


Some like it Warm... 


NEW SPECTACULAR PLASTIC-DOMED POOL 


Revel in sunshine and warm luxury — even in 


the coldest weather! Swim in invigorating salt 
water in the Shelburne's new, unique Plastic . | 
domed Pool —the Only one of its kind! f # a ? 

> - a 


Some like it Cold... 
NEW ICE SKATING RINK 
JUST OUTSIDE THE POOL 

If you fancy the briskness of outdoor sports. 
Some like it Informal... 
PREMIER SEASON 
150 MOTEL-TYPE UNITS.. 


Family accommodations, Children’s en's playroom. 


“Shela. 


ive. +. 
Atlantic City, N. 3. ———Alleaaeee= 


Des Moines’ central location and Apa — . . + combined 
with our out: ; re you of a successful 
business convention or ‘sales poses owas leading and prestige 
hotel offers you . 


@ 43 steestion modern guest rooms 
; Air-conditioned rooms and suites available 


Accommodations for groups from 10 to 1,000 
Free TV and radio—closed circuit TV 
Unlimited parking space in conjunction 


Telephone CHerry 3-1161 . Teletype: DM 87 


ROBERT W. STANLEY, Sales and Convention Manager Oa 
JOSEPH E. WHALEN, General Man er ; a a 
a eee : 1 
Anotner Fr : on 


NOTHING LIKE 


ANYWHERE 


America's finest and most 

modern summer resort hotel 
One hour from Manhattan 
One mile of private beach 
World famous championship 18 
hole golf course 
Six fast clay tennis courts 
Huge indoor and outdoor swim- 
ming pools 


Magnificent meeting rooms 
with push button sliding roof 
and sliding stage 


Luxurious accommodations for 
600 persons 


For Complete Intormation 
ddress 


MAURICE PFURSICH 
SALES MANAGER 


THE LIDO, LIDO BEACH 
LONG ISLAND, N. Y. 
PHONE N.Y.C, REGENT 4-9000 


Have You Considered 
PRINCETON, 


NEW JERSEY? 


The Nassau Inn, just 45 miles from 
New York or Philadelphia, has long 
made a specialty of conferences, 
group meetings and training pro- 
grams. 

An ever increasing number of prom- 
inent organizations are selecting the 
Nassau Inn for group meetings of 
from 10 to 200—and with good 


of conference. 

The advantages of holding your next 
meeting at the Nassau Inn are clearl 
illustrated in our Conference Cheek 
List and Brochure—send for your free 
copy today. 

George Washko, Manager 
The NASSAU INN 

on Palmer Square 
Princeton, New Jersey 
WaAlnut |-7500 
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Briefing for Crown’s top engineers 
and representatives began two months 
before exhibit opened. 

Engineers became familiar with the 
bottling machine through explanatory 
literature and a scale model. Final 
briefing was a three-day cram session 
—night sessions, too—in Atlantic City 
three days before the exhibit. Here, 
every conceivable question was asked 
and answered. Dry runs were held. 
When exhibit began, engineers could 
answer technical questions on any fea- 
ture of the machine. 

Salesmen in all six regions compiled 
lists of their personal customers who 
were coming to the exhibit. These 
lists showed equipment presently in 
customers’ plants and features they 
would probably be interested in. Lists 
were sent to headquarters where a 
master list was or Se and given to 
representatives beforehand. 

Thus, when one of these customers 
gave his name at the exhibit, in all 
likelihood the representative knew 
who he was. The customer would then 
be handed over to a representative 
who was familiar with his section of 
the country. If the name wasn’t fa- 
miliar, the representative could check 
the list available at exhibit for neces- 
sary information. 

Number of representatives and en- 
gineers on duty varied—depending on 
time of day when exhibit was busiest. 
Ten of each was average. When tours 
were exceptionally crowded, last visi- 
tors to arrive were taken to back of 
booth where a table with company 
literature was set up. At the ends of 
the table two pieces of auxiliary 
equipment were shown, Cem Tri-O- 
Matic cooler and compressor-con- 
denser. 

Big part of the exhibit’s success 
was its 360-degree coverage in both 
inner and outer circles, according to 


WITH GIANT COLORFUL IMAG 

JECTED THROUGH A TRANSLUCENT 
SCREEN AND CHANGED AT WILL BY RE- 
MOTE CONTROL WITH THE 

NEW GENARCO 3,000 

WATT SLIDE PROJECTOR 

WITH THE 70 SLIDE 

CHANGER. GET ILLUS. 

TRATED LITERATURE ©& 

BY RETURN MAIL FROM: 


GENARCO INC. 


Crown officials. Prospect could ap- 
proach exhibit from any direction and 
a sales representative would be on 
hand to greet him. No matter what 
feature of the machine he was in- 
terested in, the visitor could be taken 
directly to that point where an engi- 
neer was always stationed. If the visi- 
tor had no particular preference, he 
was directed to the point where by 
pre-arrangement each engineer started 
his cycle. 

Of course, this complete coverage 
was possible only because of the type 
of machine exhibited; not every ex- 
hibit would lend itself to this tech- 
nique. Crown used a slight adaptation 


at Dairy Industry Exposition, Chi- 
cago—180-degree coverage instead of 
full 360-degree. 

Crown is so pleased with results, 
it plans to use the same technique in 
next year’s show. Only change will 
be to increase space at rear of booth. 
Although pn | a was available 
at the previous exhibit to prevent a 
bottleneck, it was a little on the tight 
side. Space was ample in front of 
the exhibit. 

Crown officials aimed for an ex- 
hibit with extra impact. They not only 
hit the target, they hit the bull’s eye— 
worth half-a-million dollars in sales. 

* 


\_ 97-00 SUTPHIN BLVD., JAMAICA, N. Y. J 


MARCH 20, 1959 


FOR YOUR SALES MEETING, CONVENTION OR TRADE SHOW IN 


KANSA 


4 


S CITY 


i 


yUST COMPLETED 
EXHIBITION HALL 


AN ENTIRE FLOOR = 10,500 SQ. FT. 


. . » designed for trade shows and con- 
Specially wired and lighted 
for exhibition purposes . . . AC current, 
110-220 voltage . . . radio and television 
outlets . . . public address system. . 

natural gas and water 
connections . . . platform and stage... 
private office with telephones for show 
. built-in registration desk 


ventions. 


spot lights .. . 


manager. . 
. « check room. 


Less than 10 minutes to 
Airport or Union Station 


100% AIR-CONDITIONED 


Sn Addition— 


3 FLOORS exclusively for Ban- 
quets, Meetings and Exhibits. 


Grand Ballroom alone accom- 
modates meetings of up to 900 ~ 
persons; completely equipped, 
including closed—circuit TV 
cable. Additional smaller rooms 
adequate for your convention 
in its entirety. 


Beautiful, comfortable guest 
rooms .. . Dining Room fea- 
turing open-hearth broiling, 
specializing in K. C. Steaks .. . 
Coffee House .. . luncheon 
specialities in Lounge... two 
delightful Cocktail Lounges .. . 
entertainment evenings .. . 
olympic-size indoor SWIMMING 
POOL for registered guests. 


for complete information 


write, telephone or wire: 
NOEL DANIELL, Manager 


IN THE HEART OF DOWNTOWN 


BALTIMORE AT ELEVENTH 
TELEPHONE HArrison 1-6040 


° KANSAS CITY, MISSOURI 
TELETYPE KC-457 


How to boost attendance at your 


Florida Convention 


—use Delta’s Personalized Convention Service! 


Put all your travel plans in Delta’s hands— 
whether for groups or individuals. Services 
tailored to your specific needs will help 


boost attendance, and help make it the finest, Most ma nificent way 


most successful convention you’ve ever had! 


For unexcelled luxury aloft, at no extra fare, to lorida. I 


choose Delta’s DC-7 Royal Service Flights, 
featuring Champagne with choice of entree... 
many other luxuries. Thrifty ‘Flying Scot’’ 
aircoach service is also available. 


Delta serves MIAMI +» JACKSONVILLE 
TAMPA / ST. PETERSBURG 


Call your local Delta Sales Office 
or write to Convention Bureau, Delta Air Lines, 
Atlanta Airport, Atlanta, Georgia 


For a meeting with everyone’s approval, the 


10 MILLION DOLLAR’ CONVENTION PLAN 


The incomparable combined facilities of the SEVILLE and SEA ISLE 
Miami Beach’s most magnificent hotels 


Yes, we've combined the SEVILLE & SEA ISLE hotels 
under one ownership/management... all to offer your 
group these unsurpassed combined facilities for fun, 
comfort and a “meeting with everyone's approval!” 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

@ Seven meeting rooms for groups of 10 to 500 

@ 50,000 square feet of choice exhibit area 

@ Three tremendous pools, cabano and play areas 
for outdoor fun and meetings 


@ Complete inventory of equipment 


FREE 21” TV AND RADIO IN EVERY ROOM 
1000 FT. OF PRIVATE, WHITE SANDY BEACH 
sle 3 POOLS e 100% AIR CONDITIONED 
HOTELS For complete information and newly-published 
free copy of our FULL-COLOR GUIDE TO THE 


SEVILLE & SEA ISLE write 
FRED COLLIER, Vice Pres. & Gen'l Mgr. 


" 
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: 
: 
; 
; 


SALES MEETINGS/Part 11 SALES MANAGEMENT 


REMOTE CONTROL button permits speaker to change slides from any spot. 


Say It with Pictures 
(on 35mm slides) 


Because it is low-cost, is fast to produce and makes a colorful 


presentation, the 35mm slide grows more popular. Here are some 


tips on how to prepare color slides and use them with your talk. 


By M. C. WILLIAMS 
Director of Advertising, Bausch & Lomb Optical Co. 


EIGHTY-THREE PERCENT of what 
we know comes to us through our 
eyes, Better Vision Institute tells us. 
This seems like a reasonable figure. 
We are all prone to remember what 
we see and to forget what we hear. 
And yet, every day of the year, 
countless speakers throughout the 
world will get up on their hind feet 
to tell their stories without a shred 
of pictorial evidence. Why? Simply 
because it is easier and faster to de- 
velop an unillustrated talk. A speech 
may be spontaneous or ad lib. An 
illustrated talk must be prepared. 
To be sure, sales people are well 
aware of the effectiveness of the vis- 
ual presentation. For years, they 
have used motion pictures, dramatic 
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skits, posters, felt boards, flip charts, 
slides, and various other devices in 
an effort to make their stories inter- 
esting and rememberable to their 
audiences. All these visual devices 
have merit. 

In our estimation, however, the 
increasingly popular 35mm color slide 
is deserving of top honors in the 
audio-visual field. It is easy and fast 
to produce; it makes for a colorful 
presentation; facilities for production 
and projection are readily available. 

Let’s consider the advantage of the 
slide presentation for sales meetings, 
trade shows and conventions. More 
particularly, let’s review advantages 
and development of the slide talk. 

A slide talk is one of the most eco- 


o . ° 9 : 
Virginia 3 West 
Finest Meeting Facilities in 
All of Virginia Are Yours in 


These Expertly-Managed and 
Tastefully-Appointed Hotels. 


#4! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, on 
main lobby floor, seats up to 1,000. 
AIR-CONDITIONED Patrick Henry-Stone- 
wall Jackson Room (600). 
AIR-CONDITIONED George Wythe Room 
(100). 
ROOF GARDEN accommodates 500. 
8 additional AIR-CONDITIONED CON. 
FERENCE ROOMS. 

500 OUTSIDE ROOMS, EACH WITH 

PRIVATE BATH. 


ee eee UU TWA. ALAL LAMA LALA 


we 
"RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA = 
HOTEL KING CARTER 2 
200 Rooms, Rates from $4.00 = 
HOTEL RICHMOND = 

300 Rooms. Rates from $5.00 = 
HOTEL WM. BYRD = 

200 Rooms, Rates from $4.50 z 


Write for FREE, interesti Brochure, 
Givi Full Convention Facilities in = 
Detail and Fioor Plans! 


TWX Connects all 5 hotels = 
= AMUN NAIA HRL tL 


Sor Resort Conventions 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30). 
Roof Garden. 300 Beautifully Furnished 
Rooms. All Outside, each with private bath. 


Open All Year 
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. , Sales Meeting Paradise 


Priceless convention ingredients are yours at the French Lick-Sheraton— 
enthusiasm, revitalized interest, idea receptiveness. 


AMERICA'S FINEST YEAR-ROUND 


y 
CONVENTION HOTEL 
* Unexcelled facilities for groups of all sizes * Unique Pianning 
* Two 18-hole Golf Courses (one 


Championship) » Cookouts + Miniature 
Golf (Indoors) * Horseback Riding 

« Hayrack Parties + Luaus 

« Renowned Mineral Waters and 

Baths * Indoor Swimming yo 
(heated pool) « Western Parties GG. 
« Superb Food « Dancing ig 


Phone 
French Lick 
Wellington 5-9381 


Vv we" 3 ey er tae 
AAI SO SIS LEE 


In New Orleans — 


America’s Most Interesting City 


your convention business 
is a pleasure at the 


* 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

% The center of business, civic and social activities 
in New Orleans 

% Home of the famous Blue Room for dining and 
dancing and floor shows 

* Also for your dining convenience The Coffee Shop, 
—— Lounge, Coffee House and Plantation 

oom. 


SEYMOUR WEISS 


President and Managing Director 


A. C. BELLANDE 
Manager 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details ... a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every opportunity here for work 
and play at one of the most 

famous resort clubs in the Americas. 
Rates are surprisingly modest, 

and your inquiry is 
respectfully solicited. 


oe) Tromblort 
90 miles Club €. Cottages 
north of Mont Tremblant, P.Q 


Montreal baa 


Siegfried Faller, Jr., Sales Mgr. 
Telephone: St. Jovite 83 


S 


JBISTINGUISHED 
€ONVENIENT 


A tradition of distinguished 
service. Convenient to New 


York and Philadelphia. 


Attentive to your every wish. 


Complete facilities for ps to 
400 during June and acne. 


Essex & Sussex 
Spring Lake Beach, N. J. 
For full information write or phome: 
F. B. Schock, Sales Mgr. Gibson 9-7000 
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nomical of all visual methods. Slides 
(35mm) in Kodachrome or Ansco- 
chrome cost perhaps 15 cents each to 
produce. While the slide talk cannot 
attempt to take the place of a color 
movie, it is certainly a reasonable and 
acceptable alternative available at an 
exceptionally modest cost. 

A slide talk provides a visible out- 
line for both the speaker and his 
audience. Thus, it is a wonderful 
crutch for the inexperienced speaker. 
While the audience is looking at the 
screen, the speaker can refer to his 
notes freely if he so desires. 

Slide talks can be produced easily 
in multiples. Different people in dif- 
ferent places can present the same 
story with assurance that substantially 
the same facts are being given. 

For obvious reasons, organization 
of material for a slide talk must be 
somewhat different from the prepara- 
tion of a conventional lecture. We 
must remember that we are working 
to a pictorial format. We should an- 
ticipate a fairly rapid pace in slide 
changes; pictures may be on the 
screen from five to 30 seconds. Noth- 
ing is more deadly than for the same 
picture to be shown for two or three 
minutes. 

Thus, in preparation of your mate- 
rial, think in terms of the message to 
be conveyed and its pictorial inter- 
pretation. This is easy to do with 
products, product features, charts, ad- 
vertising programs and manufacturing 
processes. It is a little more difficult 
to portray abstract ideas. However, 
as the editorial page cartoonist can 
tell you, even an abstraction lends 
itself to picturization, or salient words 
or phrases can be used to outline key 
concepts. 

Production of the slides themselves 
presents no serious problem. They 
can be handled by any professional 
photographer, or an experienced ama- 
teur. Hand lettered cards in color 
work fine. Black and white photo- 
graphs can be used—hand-colored or 
on a colored mount. Flat material is 
easiest to photograph if it can all be 
prepared in the same focus. Posed 
pictures—products and people—take a 
little more time but they are com- 
pletely practical to produce. 

At the time of production, it is well 
to ask the question, “Is one set going 
to be enough?” Maybe you will nee 
several—certainly a spare set. On 
relatively small quantities, it is easier 
and better to shoot duplicate originals 
than to make dupes later from a “mas- 
ter” color set. Further, quality of 
color, detail, etc., of an original 35mm 
slide can never be equalled by a 
dupe. 

Even though the speaker may ulti- 
mately plan to work from an outline, 
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move your Be al and EXHIBITS 


> 


J wa im  « —_ 


ae 
safely, swiftly, surely 


crated or 
uncrated JL. i 


cali 


The Wheaton organization offers fast 
efficient service to all 49 states. 


Wheaton tor Lu4 


LONG DISTANCE Moving 


the SAFEST distance between 2 points 


COAST TO COAST LONG DISTANCE MOVING 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


In the West. call 


Khe wltimate im conmnwentiom 


facilities are im... 


anta Mormic= 


America’s all-year vacationland 


IN FABULOUS LOS ANGELES COUNTY 


ae Monica’s modern new civic auditorium — an entriely new con- 
cept in theater, convention and trade show auditoriums offers 21,360 
square feet of exhibit space, enough for 150 booths. This multi-purpose 
2,750 seat auditorium with adjoining meeting rooms has the latest in 
air conditioning, engineered accoustics and high fidelity sound systems, 
1,800 meals can be served simultaneously in the main auditorium with 
500 more in the adjoining wing. Parking for 1,850 automobiles. The 
auditorium is rent free for conventions and there are attractive low 
rates for commercial and exhibit use. 


Santa Monica offers plenty of the very finest in hotel accomodations. There's 
sport fishing... tennis... swimming... sailing. Home of famed Pacific 
Ocean Park... close by desert and ski resorts... Disneyland... Marine 
land... Catalina Island... miles of clean beaches and scenic drives. Smog 
free ocean-fresh air all year long. 


For information write: CONVENTION BUREAU, 
Chamber of C ce, 109 Santa Monica Boulevard, Santa Monica, California 


SPOTLIGHT YOUR CONVENTION 


at the | hold 


HOTEL 


WwW MEETING 


JOSEPH MASSAGLIA JR., ) 34th Street at 


President Pa cighth Avenue 
CHARLES SW. COLE, 
gr. 
® "1 suites 
@ 2500 rooms 
@ 25 meeting rooms 
@ 350 show rooms 
and large exhibit areas 


New York's largest sky- 

scraper hotel — the New 

Yorker — tops for conven- ’ | Vetetyne Gaes 
ience and Convention facil- : yt Pe, fa . 
ities .. . plus the “know how” i : ee : rs * Complete facilities adaptable to any 


. ‘ type of function 
of an experienced Convention | % Personalized attention to every detail 
staff. 


ia? ah | %& Convenient to railroad terminals 
In the heart of the city’s yo 5 Pinas | & Located in the center of 
trading and entertainment : a HC ag : 
: ne, racious, modern atmosphere, 
+ arcana he Sta : ; plus traditional LaSalle hospitality 
i i : > at ; 

: ’ i ; . | write for new brochure showing room 
a Pig te Rar borg " cs , | charts, floor plans and full details 
adjacent to the hotel (ca- 
pacity 3500). New York 
Trade Show building diag- 
onally across the street. 


Write, phone 
(LOngacre 3-1000) or 
teletype (NY 1-1384) Witrr, : 
Jack Potter, Dir. of ae ; i Now Iowa’s largest 
Chicago Ollice DE 7-6344 is Pivdion:| —_! and finest .. . and close 


to the auditorium! 


Mig lees | | HOTEL 
cat Ss 12 Massaglia Hotels across the USA and in Hawall an | SAVE RY 


Senta Monica, Callf, Hotel MIRAMAR Washington, D. C. Hotel RALEIGH IN DES MOINES 
San Jose, Calif, Hotel SAINTE CLAIRE Hertford, Conn. Hotel BOND 
Long Beach, Calif, Hotel WILTON Cincinnati, ©. Hotel SINTON . . » Middle America’s favorite 
Gallup, N. M, Hotel EL RANCHO Pittsburgh, Pa, Hotel SHERWYN convention city 
Albuquerque, N. M. Hotel FRANCISCAN Denver, Col. Hotel PARK LANE | El © 3 large ballrooms; 


Honolulu Hotel WAIKIKI BILTMORE New York City Hotel NEW YORKER ” ss ote pte —— 
rooms; free 
radio and TV. 
Air conditioned 
rooms 
available. 


Fine food, 
experienced 
catering 
service. 

® Closed. 
circuit TV. 
@ Plenty of 
rg wo : p | adjacent 
. parking. 
Seats 7,000; two floors with 45,000 sq. ft. 2 blocks to 
space; banquet facilities; large stage; 3 smaller Veterans 
: y . Auditorium. 
meeting rooms; central downtown location. 
You'll feel at 
home at the 


oe 


ss ee Oe “ayn \} 
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im = 


Lincoln is easily accessible by train, plane, bus, 
truck, car. Hotel, motel accommodations for SAVERY as 
3,000. Many cultural, athletic interests. + friendly ¢ 


For complete details, write: BOSS hotel 
Convention Manager PAUL E. LEFTON 
Lincoln Chamber of Cornmerce General Manager 
LINCOLN, NEBRASKA 


Ome: 
Pie 
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or even without notes, a script serves 
a useful purpose. It helps to crystal- 
lize phrasing, to determine timing, 
and is valuable for rehearsal purposes. 

In our use of slide lectures, we 
have usually found that some sort of 
introduction or prologue is necessary. 
This may be one or two minutes or 
five or 10 minutes. Its purpose usually 
is to provide background information 
and to set the stage for the pictures 
that are to follow. 

A script is especially important if 
the same talk is to be given by dif- 
ferent people. Although they may 
want to tell the story in their own 
words, it is essential that they have 
the basic facts. 

Where there is to be a multiple 
use of a slide talk, it is well to remind 
your speaker in Seattle or Kalamazoo 
of some of the preliminary steps that 
are necessary for a good show. 

We tell them, “Please don’t try to 
give this talk without at least one 
practice presentation. This familiarizes 
you with the story and reveals the 
spots that you need to brush up. Have 
the screen and projector set up before 
your meeting. Check the projector for 
focus and operation. Know where the 
light switch for your lecture room is 
located; delegate someone to turn the 
lights off and on on cue. Make sure 
that the plug for your projector is 
not on the same switch. Carry a 
spare bulb for projector; there'll be 
no show if the only light source blows. 
Be sure no one trips over your wires. 
Face vour audience, not the screen. 
If you plan to answer questions at the 


conclusion of the talk, plant some 
‘openers’ with a couple of friends to 
spark a lively discussion.” 

It is well to own and to use your 
own projection equipment. Don’t de- 

nd on the somewhat questionable 
facilities that the hotel may have to 
offer. 

There are several fine outfits on the 
market. Of course, we prefer our own 
Balomatic 500. It always stays in 
focus. It has a handy remote control 
cord. It is equipped with trays that 
hold 40 slides. 

On occasion we have made a ta 
recording of the talk by using the 
services of a competent radio an- 
nouncer. With a stereo play back re- 
corder, it is easy to rig it so that the 
tape will trigger the slide change. Or 
you can do this manually on cue with 
a little practice. 

Remember that the projection screen 
is like an artist’s palette. It can por- 
tray a simple doodle or a great work 
of art. It is as flexible as a billboard 
or full page advertisement. It is as 
colorful as you wish. It will show 
anything that can be seen. It will say 
or show precisely what you want to 
say or show. 

I don’t mean to imply that a sales 
setae should be built exclusively 
on the use of a slide projector. Other 
visual devices have their place and 
obviously a change of pace is neces- 
sary. But for a variety of uses at con- 
ventions, trade shows, sales meetings 
and lectures with various types of au- 
diences, we have found the slide talk 
a remarkably effective medium. # 


Show Helps Salesmen “Talk-up” Attendance 


AS A SALESMAN what would you say when your customer or 
prospect asks why he should bother to attend Material Handling 


Institute’s 1959 Exposition? 


Institute, in hopes of boosting attendance for its show in 
Cleveland, has prepared a booklet for salesmen which answers 


this question. 


Booklet summarizes reasons why your customer should want 
to go. It tells everything he would want to know about the show 


—time, date, place, activities, etc. 


—and it lists types of products 


to be exhibited, companies exhibiting, and cooperating hotels. 


Finally, 


booklet tells salesman how he can promote the show 


to assure maximum returns for his company. 


For The Life of Your 
Convention 


and The Ctivettien 
of Your Life 


THE 


ttt Washing 


BRETTON WOODS 
NEW HAMPSHIRE 


The largest and finest convention meet- 
ing resort in New England, 10,000 acre 
estate. 10 separate meeting rooms, ex- 

: hibition hall, dining room seating 800, 
completely trained staff to make your 
work a pleasure. 18-hole golf course, all 
sports, entertainment, and the greatest 

= chefs in the U.S.A. Convention season, 

: June thru October, Write today for 
brochures, programs and menus, 


All Inclusive Rate . . . No Extras! 


WIN CHESLEY, Director of Sales 
1 East 57th St., New York City, Plaze 5-7640 


WHERE BUSINESS 
iS A PLEASURE 


365 DAYS A YEAR 


In the beautifu! POCONOS . . . only 
3 hrs. from N. Y. or Phila. Unsurpassed 
facilities for any Convention, Meeting 
or Group Outing. Comfortable rooms, 
superb cuisine ... and don't over- 
look either, the excellent sports & 
recreational facilities. Dancing every 
evening in our magnificent “Club 
Suzanne" the largest night club 
ballroom in the Poconos, 


Count Ay 
lodge 


MOUNT POCONO 44, PA. 
PHONE: Terminal 9-3551 


infergetire 
24 Page 

C “olor Booklet 

on request. 
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“HOUSE OF EASE” coordinator Bill Boles holds final briefing session in exhibit booth before show opening. 


Reynolds Kicks Off Big Push at Show 


“House of Ease,” biggest marketing program since Reynolds 


Wrap, is launched at Home Builders Show. First time company uses 


a show to start a new marketing drive. Special briefing sessions 


for booth personnel. Program foilows successful tests in ‘58. 


By J. C. NEELY 


Director, Building Products Markets, Reynolds Metals Company 


OFTEN DESCRIBED as the most 
versatile of metals, aluminum in re- 
cent years has found its way into 
thousands of applications, from glit- 
tering beer labels to moon rockets. 
Naturally, we have been exhibitors in 
a wide variety of trade shows for 
many years. 

But recently we had occasion to use 
a trade show, 1959 convention of Na- 
tional Association of Home Builders, 
for the first time as the pivotal event 
to launch one of the biggest market- 
ing programs since the introduction 
of Reynolds Wrap. Program is the 
“House of Ease.” 

New home construction represents 
the biggest potential market for alu- 
minum, larger even than the potential 
which exists in the automotive in- 
dustry. 
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Back in 1956, Reynolds Metals 
Company pioneered in the promotion 
of aluminum residential buildin,, prod- 
ucts, even to the extent of building an 
experimental aluminum house. Since 
then, use of aluminum in construction 
has grown like Topsy. Skyscrapers, 
churches, schools, stores and other 
structures are now built of the light 
metal, and monumental architectural 
uses account for a healthy chunk of 
aluminum sales. 

Up until last year, however, alumi- 
num’s inroads into the residential mar- 
ket were confined to home improve- 
ment applications—siding, awnings, 
storm and screen windows and doors. 
With exception of prime windows, 
amount of aluminum building prod- 
ucts in new home construction was 


negligible. 


During 1958, Reynolds Metals 
achieved a major breakthrough for 
aluminum into the new home market 
through its House of Ease program. 

Working with outstanding custom 
builders in six key cities—Detroit, St. 
Louis, Wilmington, Boston, Chicago 
and Phoenix—salesmen of Reynolds 
architectural and building products 
division introduced House of Ease 
homes with complete aluminum ex- 
teriors. 

Top builders were selected in each 
of the company’s six sales regions for 
the test program. Using elaborate flip- 
overs and other aids, salesmen showed 
builders how the House of Ease pack- 
age of aluminum building products 
saves home buyers up to $6,000 in 
maintenance and repair costs over a 
30-year period, cuts heating and air- 
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SURPRISE IN CHICAGO 


You should know these surprising facts 
about Chicago’s incomparable 


Drake Hotel before you schedule your next 


meeting—large or small... 


ite Drake 


1. While The Drake is one of America’s most distinguished 
hostelries, it doesn’t cost one cent more than other 
leading hotels to headquarter your meeting here. 


2. The Drake is “alive.” Meetings go like clockwork and 
everyone enjoys the warm, hospitable service in a set- 
ting of luxuriant comfort. 


e€ SOrake Now $8,000,000 new! No hotel in the 
midwest can match The Drake for unsurpassed con- 
venience, location, facilities. 4 major meeting rooms 
accommodating up to 800, plus 16 committee rooms 
SUPERIOR 7-2200 TELETYPE NO. CG1586 for functions of 12 to 300. 700 guest rooms. 100% 


G. E. R. FLYNN, Vice President—Sales air conditioned. May we tell you more? Phone or 
H. B, RICHARDSON, Convention Manager write for brochure. 


HOTEL 


LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 
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Chicago’s newest 
(and smartest) meeting hall! 


Prudential’s handsome, new assembly 
hall offers unique facilities to make 
your sales meetings more successful! 
Accommodating up to 1350 people, it 
features flexible seating arrangements 
to meet any meeting requirement. For 
lunchéon or dinner, up to 425 people 
can be seated and served. Catering 
service is available. 

Prudential’s Auditorium stage is a 
full 40-feet wide, 20-feet deep—and 
raised 42 inches above main floor for 
“vantage point”? viewing—anywhere 
in the ye on Stage lighting fa- 
cilities offer 120 and 208-volt current. 
And, for your convenience, there’s a 

ublic address system plus a projection 
booth for slides snd motion pictures. 

Let the splendid, new Prudential 
Auditorium facilities help a your 
next sales meeting across! For reser- 
vations, contact: 

WHITEHALL 3-2800, EXTENSION 261 
For smaller meetings, the Prudential 
Building offers convenient Conference 
Rooms on the 2nd and 19th floors... 
accommodating up to 50 people. 


THE PRUDENTIAL BUILDING 


Randolph, just East of Michigan Avenue 


| 
Check this partial list of organizations 


who have held successful meetings in 
the Prudential Auditorium. 


Life Magazine 

Wilson & Co., Inc. 

Westinghouse Electric Corporation 
Edward Hines Lumber Company 
Ford Motor Company 

Sears, Roebuck and Co. 
American Steel Foundries 
Needham, Louis & Brorby 
Commonwealth Edison Company 


-_ 
Unsurpassed 


Convention Facilities -Yet you pay no more! 


@ Over 500 air-conditioned luxurious 
rooms and suites. 


The PALM BEACH 


@ 8 meeting and private dining rooms — 


25 to 750 person capacity. 

@ Main Dining room with 1,100 capacity 
— the cuisine is exceptional. 

@ 10,000 square feet of exhibit space. 

@ Public address systems, audio visual 
equipment available. 


@ Acomplete convention staff with a mem- 
ber detailed to your affair at all times. 


He 


GU dicep sea fishing - golf - tennis courts - Olympic salt 
water pool - beach club - shuffleboard - sun deck - cabana 
colony - cocktail lounges - nightly entertainment. 


Mule — at the Palm Beach Biltmore you, 


and every member of your group, will receive 
the ultimate in accommodations and ser- 

vice. Hospitality and interest in 

your gathering and its prob- 

lems is our business! 


For further information, please write, wire or phone—L. E. Ames, 
Director of Sales, Palm Beach Biltmore, Palm Beach, Florida. 
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PLEAS NESS* 


Combine convention business with gay resort 
life . . . put enthusiasm into each delegate, 
each group meeting. 

From the delegate’s viewpoint—the Daytona 
Beach Resort Area offers recreation . . . sports 
+. attractions ...entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 

From your point of view—excellent audi- 
torium space (2700 seats) . . . impressive exhibit 
areas .. . over 20,000 rooms. . . friendly at- 
mosphere to work in. . . gentle prices and 
strong convention committee assistance. 

This 2-way point of view adds up to— 
PLEASNESS (combining PLEASure with 
busiNESS . . . your pre-convention guarantee 
of success. 


ORMOND BEACH + HOLLY HILL « S. DAYTONA « PORT ORANGE 


DAXTONA 
BEACH 


RESORT AREA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


Madison 


OVERLOOKING OCEAN at ILLINOIS AVE. 


210 MODERN 
METICULOUS ROOMS 


126 ROOMS WITH OCEAN VIEW 


An Imaginative, Intelligent 
Cooperative Convention Staff 


Fully Complete and Versatile 
Convention Facilities 


JOHN R. HOLLINGER 
Associate 


CHARLES W. STITZER 

President x 
Your Inquiries Will Receive Prompt 
and Personal Attention. 


Telephone 4-819! 
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DAVID F. BEARD, general advertising director, and Richard E. Dysart, building 
products advertising director, make final check of taped message in booth. 


conditioning costs, provides more time 
for leisure. 

They explained how the company’s 
advertising experts would work with 
the builder's agency to map out local 
campaigns to tie in with national 
House of Ease advertising. The 
builder was given a complete kit of 
merchandising aids including dra- 
matic displays for the model home, 
product identification stickers, mo- 
biles, directional arrows and _ bro- 
chures. Salesmen also pointed out how 
Reynolds public realtions department 
would provide assistance to set up 
press previews and handle publicity. 
And they described how Reynolds 
would provide help to coordinate the 
flow of aluminum materials and edu- 
cate workmen in application tech- 
niques. 

Once builders signed up for the 
program, Reynolds followed through 
at every level. In some cases salesmen 
even clambered up on roofs and 
worked shoulder to shoulder with ap- 
plicators who were strange to alumi- 
num roof shingles and other alumi- 
num products. 

Salesmen and specialists in the vari- 
ous fields, under the direction of Bill 
Boles, coordinator of the House of 
Ease program, held meetings for the 
builder’s salesmen to show them how 
to sell aluminum and deal with ques- 
tions about the metal. 

We are told that, all in all, it was 
one of the smoothest and successful 
promotions of its type in the history 
of the home-building industry. Each 
of the builders in the six test-market 
locations put up a display model of 
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House of Ease beside a conventional 
model of the same design. Homebuy- 
ers were offered a choice between the 
two. Despite the fact that the pack- 
age of aluminum products increased 
the home-buyer’s initial cost, an aver- 
age of seven out of 10 homebuyers 
chose to pay more to get the alumi- 
num house and its long-range bene- 
fits. And even more important, build- 
ers discovered that the House of Ease 
concept helped sell more homes faster. 

Toward the end of the year, it be- 
came apparent that we had a terrific 
success story to tell to builders, fabri- 
cators and distributors of aluminum 
building products. And, on the basis 
of this test-market, the company de- 
cided that in 1959 we should go all- 
out with a nationwide House of Ease 
program. Target: House of Ease build- 
ers in the 160 cities which account 
for 80% of the nation’s new-home 
construction. 

Our company has been an annual 
exhibitor for a number of years at 
National Association of Home Build- 
ers convention. Each year the show, 
biggest in home-building industry, 
draws some 30,000 builders, housing 
officials and manufacturers and deal- 
ers of building products to Chicago 
for a mass exchange of new ideas. 

We decided to capitalize on this 
concentration of builders and housing 
interests for an all-out presentation of 
the House of Ease program. Objec- 
tives were to: 


1. Broadcast the success story of 
the 1958 Reynolds House of Ease pro- 
gram. 


Everything 
for 
Conventions 


Make your next convention the 
success that will keep them talking 
all year . . . use the ample facilities 
and the well-known charm of “The 
Dixieland Riviera” . . . 4600 rooms 
in modern beach-front hotels and 
motels . . . meeting rooms for 20 
to 1500 . . . banquet rooms seating 
up to 800... Golf on 5 of 
America’s finest courses . . . Swim, 
fish, visit historic spots here where 
the deep South began in 1699... 
60 minutes from New Orleans or 


Mobile . . . 


4600 MODERN 
ROOMS 


PLENTY OF 
MEETING 
ROOMS 


EXHIBITION 
FACILITIES 


CLIMATE 
SPORTS 
CLUBS 


. 


MISSISSIPPI'S 


Gulf Coast 


The Dixieland. Riviera 


Please give me your complete convention 
story. 


SAREE kcoc secccccvesseccesaes 
BUSINESS 
ADDRESS 


5 ~ BILOXt 
GULFPORT 


LONG BEACH 
PASS CHRISTIAN 
Just fill in the coupon and mail to the 


Chamber of Commerce of any of these 
Mississippi cities. 


in the WEST 
depend on 


——————— 


InaTaran 


-»» for successful shows, 
meetings, conventions 
You'll find expert planning help, 
experienced follow-through and 
outstanding facilities. Large or 
small, your meeting is of major 
importance to a Doric hotel. 


SEATTLE 
Doric NEW WASHINGTON 
Meetings to 500; banquets to 350. 
Doric MAYFLOWER 
Meetings to 300; banquets to 200. 


Bellingham, Wash. 
Doric BELLINGHAM 


Banquet, meetings to 350; catering 
to 1000, Adj. theater seats 1700. 


OAKLAND 
Doric LEAMINGTON 
Meetings to 1000; banquets 400. 


SANTA BARBARA 
Doric MAR MONTE 


Meetings to 400; banquets to 350. 
On the sea. Pool, sports. 


7 Wu we 

PALM SPRINGS! Now—outstand- 

ing for incentive program winners— 

the desert's most lavish luxury resort: 
Doric OCOTILLO LODGE 


Small meeting facilities and excellent 
accommodations also at: Palms 
Motel, Portland; Waldorf Hotel 
and Towne Motel, Seattle; Black 
Angus Motor Hotel, Kennewick, 
Washington. 


MOTOR 


welll100 
®is : mMO* 

610 Dexter-Horton Bidg. 
Seattie, Wash. 


MAJOR NATIONAL CREDIT CARDS ACCEPTED 


BEEN TO RUSSIA? 


This summer you have an oppor- 
tunity to see Russian reaction to 
our way of life—as presented in 
American National Exhibition in 
Moscow. You can go to Russia 
with the editor of Sales Meetings. 
For details, see page 83. 


2. Announce the 1959 program. 


3. Identify the company with lead- 
ership in the field of aluminum build- 
ing products by reviewing its pioneer- 
ing activities in the field. 


4. Pave the way for efforts by 
Reynolds salesmen to interest build- 
ers in the program. 


The advertising os ge pre- 
pared an unusual exhibit which ac- 
tually took the form of the facade of 
an aluminum House of Ease with all 
of the aluminum products, from roof 
shingles to door and siding. 

A special panel featured color trans- 
parencies of the House of Ease in 
each of the six test market areas, with 
a telephone receiver attachment. 
When an exhibit-goer picked up the 
receiver, he heard the builder describe 
his experience with the House of 
Ease. At the same time, the color 
transparency lit up. 

An outline of our record $2.5 mil- 
lion dollar 1959 House of Ease adver- 
tising program, a special House of 
Ease brochure designed to interest 
builders and architects, revised flip- 
over presentations, and other sales 
aids and brochures were prepared for 
use of salesmen who would man the 
booth and the company’s hospitality 
suite at the show. These materials 
also would be used by salesmen in 
the field throughout the year to sell 
builders, fabricators and dealers on 
the program. 

Meanwhile the public relations 
department, after p teron out the 
convention agenda with N.A.H.B. 
officials in Washington, arranged a 
gigantic press luncheon at the show. 

At the luncheon, David P. Reyn- 
olds, executive vice-president in 
charge of sales, reviewed the. success 
of the 1958 program and announced 
the 1959 program to the more than 
100 representatives of the trade and 
consumer press who attended. Hon- 
ored guests included 1958 House of 
Ease builders, Nels Severin, N.A.H.B. 
president, and Albert M. Cole, for- 
mer administrator, Housing and Home 
Finance Agency, (who has now joined 
Reynolds), and other leaders from vari- 
ous sections of the home building in- 
dustry. 


Reynolds own regional architectural 
and building products sales managers 
and other sales personnel flew in for 
the event, which was a stimulating 
kickoff for their 1959 selling sales 
activities. 

Colorful aluminum foil press kits, 
containing complete information and 
photos on the House of Ease story, 
together with samples of aluminum 
used for some of the building prod- 
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FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
it June, late August or September. 

In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
e ino for meetings and danc- 
x. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 


ATLANTIC CITY 


CHOICE FOR ‘59 

Many of America's Most Distin- 
gueee Groups Choose the Claridge. 
ere's Why— 

Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE 8B, BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 


Telephone Atlantic City 5-127! 


———_ 
8Y- THE SEA 


| 


ucts, were distributed at the press 
luncheon. Actual displays and mer- 
chandising materials which builders 
use in display models of House of 
Ease were set up at the luncheon so 
that the trade press could see first- 
hand the kind of merchandising help 
Reynolds gives to participating build- 
ers. 

Meanwhile the sales group was 
busy, priming key salesmen for the 
task of presenting the story to build- 
ers and fabricators at the show. 

Salesmen in the field were alerted 
to what was happening at the show 
and told how they could put the mate- 
rials and events to use in their local 
sales efforts. 

When the battery of sales person- 
nel designated to participate in the 
show arrived in Chicago, House of 
Ease coordinator Bill Boles held a | 
final briefing session. He assigned 
time schedules for booth and suite | 
duties, and tried to anticipate all the | 
questions and situations which sales- 
men might encounter in the course | 
of the intensive four-day show. 


..ISLE OF DREAMS COME TRUE 


Unparalleled as an elegant, 

fun-filled place for group 

meeting or incentive trip... 

the luxurious Arawak, on 

Arawak P.O., Jamaica’s smart fashionable 

Ocho Rios North Shore—American Plan, 
Jamaica, B.W.1. Jamaica fiavor! 


TANEICA 


7 


4 Robert M. Souers, Gen. Mgr. 


[IN 


Completely air-conditioned; 176 paleonied rooms; beach, pool, 
ahd tennis, pitch ’n’ putt and driving range; fishing, water- skiing, 
> At the same time, all of these activi- | | Jippi Jappa Lounge, fabulous Limbo Room Supper Club! 
ties were covered by the company’s 
internal magazine, in preparation for For full information: write, see your Trave! Agent, or call: 
a story that would point up for per- New York, Cl 7-6940; Chicago, MO 4-5100; Miami, PL 4-1667; 
sonnel throughout the company—but Detroit, WO 2-2700; Washington, D. C., EX 3-6481 
particularly sales—importance of the 
program and all-out efforts which a ; 
were being made at the N.A.H.B. Wie 5 7 oe 
show to pave the way for House of > shen f 
Ease sales campaigns throughout the y is ea S - ad V | C F 
year. . ae 
The display proved to be one of the v is why America’s 
real-show stoppers and thousands of % top companies meet at 
exhibit-goers—including builders and 
manufacturers—got a chance to see 
what an aluminum house looks like. 
Further, scores of customers and pros- 
pects were given personal presenta- 5 
tions on the House of Ease program ened SERVICE is what Manger sells—not just rooms and 
by the corps of Reynolds salesmen : facilities! Service—the kind of help that has seating 
manning the booth and the hospitality : arrangements executed perfectly and on time. That has a 
suite. proper P. A. system functioning as it should, set up as 
The press luncheon generated i Y ae ordered. That has special tables as ordered, lighting, 
widespread publicity on the program, | hy om projection and other arrangements as requested —all 
and particularly on the new colored > i on time, without last-minute makeshift changes and 
aluminum roof shingles which the a page gee compromises. And all this goes along with some of 
company introduced at the show. = Ns the finest meeting-room facilities in the country 
Press clippings are being gathered i a Su, So check with Manger before your next meeting 
and will be reproduced and distrib- PEE —see the difference real service makes! 
uted to salesmen for use in informing : 
builders how Reynolds is pre-selling Convention Department, Manger Hotels 
the concept of aluminum homes. ALBANY, N. Y. NEW YORK CITY 4 Park Avenue, New York, N.Y. (Dept. A-!) 
But most important of all, the well- THE MANGER THE MANGER VANDERBILT 


d DeWITT CUNTON THE 
coordinated events at the show served : ~~ a | 
CHARLOTTE, N. C. ROCHESTER, WN. Y. | 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


as a rallying point for all sectors of toe binnane Sitter ten THE MANGER 
the sales and service departments of (Opening Late 1959) SAVANNAH 
the company, generating tremendous CLEVELAND THE MANGER 
enthusiasm for the program and THE MANGER WASHINGTON, D. C. 
startin the new vear wi THE MANGER ANNAPOLIS DC nie 
is year off with the | GRAND RAPIDS, MICH. hic ‘vanicer HAMILTON 

most important asset a sales program THE MANGER THE MANGER HAY-ADAMS Cty —___________ Zone___ State 
can have—complete coordination. 


bent 
— | 
| 


MARCH 20, 1959 


WHY LOSE A MEETING? 


Ever arrived at your sales 
meeting or convention 
headquarters to find your 
props and displays not 
there? It’s the stuff night- 
mares are made of! But all 
you need is a simple course 
in “propsmanship” to be 
sleeping the sleep of the 
innocent again. Just de- 


pend on Railway Express. 


a service 
expressly 
for 


meetings 


RAIL:- AIR: SEA 


CALL RAILWAY EXPRESS! 


Railway Express Itinerary Display Service 
can work out a complete schedule for point- 
to-point movement of your display by rail, 
air or sea. We pick up your display material 
in all cities and principal towns in the U.S. 
(within REA delivery limits) . . . assure “VIP” 
treatment in transit. Our facilities — domestic 
and international—can save you time, money 
and headaches! So whether vou’re meeting in 
Hamburg (Germany) or Houston, phone your 
nearest Railway Express Agent. He'll be 
happy to help you. 


DALLAS. 
wR. 
FENTON J+ BAKER, 
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Wy I AUDIO VISUAL CLINIC 
RE / REALL PLT III 
a BY ROBERT P. ABRAMS, 


Vice-President, Williams, Brown & Earle, Inc. 


How to Rush Data to Screen 


Q. We would like to use audio visual methods for showing 
financial and statistical data but have been forced to resort 
to passing out mimeographed sheets because of the time ele- 
ment. Do you have a better method? 


A. There are several fast methods to prepare material. Standard 
opaque projector will take normal-size typewritten sheets, 
charts, graphs, work sheets and financial statements. You 
merely insert material into the projector and by reflected light 
it projects onto the screen. This, however, requires a reason- 
ably darkened room. 

There are various types of office machines that can be used 
to copy this same type of original material onto a transparent 
film which permits projection with an overhead projector. 
This is more versatile since it permits you to point out various 
items on the film with grease pencil which can be erased 
immediately. 

Polaroid copying camera can be used to make slides of this 
same type of material onto positive transparency for direct 
projection, using a slide projector. 

If more time is available, lantern slides or 2x2 slides can be 
used in color for straight projection. 


Q. We often use sound projectors, lantern slides and film strips 
in the course of a single meeting, but we are forced to have 
them lined up in the aisles at various points, so as to fill the 
screen. How can we bunch them at one place and fill the 
screen? 


A. This is the same principle as multiplying or dividing frac- 
tions; i.e., it is necessary to reduce to the common denomina- 
tor. In the case of projection, there are standard conversion 
charts so that working from the known size of the screen and 
the projection distance desired, there are many lens sizes 
available to give you the desired results. 


Q. Is there rule of thumb related to the uses of flannel boards 
in presentation of data? 


A. About the only rule of thumb for any visual is “will it do the 
job effectively?” The flannel board provides a good medium 
to present facts to small, intimate groups. It has one distinct 
drawback in that it is necessary to face the flannel board and 
thus look away from the audience. It is, however, effective 
in certain presentations where a build up of a chart or graph 
is required or where key words are to be presented. 

(continued on page 135) 
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Every sales executive should have o 
copy of this 16-page directory. You 
can depend on it to provide helpful 
suggestions when you plan sales meet- 
ings or training programs. 


WRITE 

FOR IT 

= TOpAy! 
SALES TRAINING | \ eae auanTEnS 


FOR SALES 
_—-— TRAINING FILMS 


DA RTNEL L 4662 Ravenswood 


picture us 


PHILADELPHIA’S 
CONVENTION 
PHOTOGRAPHERS 


Specializing in all phases of 
convention and Commercial photography 


RI 6-2028 


n 0 Philadelphia's official hote! photographers since 1918 
STANDARD PHOTO SERVICE 


2031 CHESTNUT ST. @ PHILA, 3 
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SOMETHING NEW 


»..-under the Sun 


Nassau Beach Lodge, the newest name 
on Nassau’s map! Meet here in quiet 
seclusion and when deliberations are 
done, play your problems away under 
the Bahamian sun. Swim in gentle surf 
or pool, sail, fish, water ski and skin- 


Excellent 


£ meeting rooms and 

Y facilities . 

' famous personalized service . 
superb food... pool, 
entertainment... 


. nationally 


beach, 
PLUS intelligent 


dive, play tennis and golf, sightsee and planning by group meeting experts! 
shop (bargains galore). Nightlife in 
Nassau or at the Lodge is marvelous, 
the perfect topping to a pleasant and 


productive meeting. 


Only a few minutes from the great new 
Miami Beach Exhibition Hall. 


Luxurious rooms . . . Group rates. For 
complete information and illustrated 
brochures, write, wire or phone— 
contact Joseph T. Case, Sales Manager 

600 Fifth Avenue, New York 20, N.Y. 


JUdson 2-5831 


s OCEANFRONT 


25th TO 26th STREETS © MIAMI BEACH | 


#OWARD JoUNsONS 
NASSATI | 
BEACEI 


LODGate 
NASSAU - 


278 ROOMS, 
22 SUITES - 


Get further details from: 

Arthur L. Norton, Nassau Beach Lodge, 
Nassau, Bahamas; or WILLIAM P. WOLFE CONVENTION 
ORGANIZATION, REPRESENTATIVES MALL FOR 300+ 
New York, 500 5th Ave. and Boston * Chicago COMPLETELY 


Cleveland * Miami * Philadelphia ¢ Toronto 4!®-CONDITIONED BAHAMAS 


ideal Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 


30 function rooms 

offer finest accommodations 
for as many as 1000. 

For full details write or 
Phone HArrison 7-3800 
Teletype CG-648 


500 SOUTH MICHIGAN AVENUE 
Overlooking Lake Michigan 
Near all “Loop” Business and Entertainment 


*1000 Guest Rooms and Executive Suites 
«All Public Rooms Air-Conditioned 


Leonard Hicks, Mng. Dir. 
William J. Burns, Gen. Mgr. 


AN ALBERT PICK HOTEL Bob Lesman, Sales Mgr. 


@ Function rooms accommodating groups 
from 10 to 400 @ Sumptuous meals 
© Gala night club with top acts 


© 226 luxurious rooms 


VPESIDENT woret-mote 


On the Boardwalk + Atlantic. City 


For information write Lois H. Steckel, Sales Mgr., or phone Atlantic City °4-5151 
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AUDIO VISUAL CLINIC 


(continued from page 133) 


Q. Many of our best brain-storming sessions are when our 


executive group is traveling together. Note-making is impos- 
sible. What is your solution? 


A. Use of pocket recorders such as Minifon is excellent for this 
purpose and can be used to pick up group discussions or for 
recording brief notes. Notes can be transcribed or can be 
played back for an evaluation session later. 


Q. How long should Vu-graph slides last, and how should they 
be stored? 


A. Vu-graph slides are prepared in many ways, such as photo- 
graphically, by Diazo (ammonia) process and art work. When 
properly perpared all methods used last for an indefinite period 
of time. They can be stored either flat or perpendicularly. 


Q. We find it necessary to examine and discuss individual frames 
of 16mm film. Is there some way to improve the light output 
when the picture is held still. 


A. Still picture projection, particularly with the Bell & Howell 
filmosound projector, can be accomplished to provide an even 
brighter picture than the movie with a relatively simple in- 
stallation of a special oversized heat filter, and the removal 
of the fire shutter. (Basically, this removes the safety screen 
which drops into place to cut down the light and the heat.) 
A special heat absorbent glass accomplishes the same purpose. 


Q. We have seen remote control screens in large auditoriums. 
Is there such a device for a normal-sized board room? 


A. Remote control screens have proven efficient. It preserves 
life of the screen. It is available for use with minimum of inter- 
ference, and saves man-hours of set-up time. This type of 
screen is available in practically any size. While some sizes 
may be special ordered, prices are not excessive. 


Q. Our sales meetings generally are well planned and excellent 
cooperation given—with one exception. Our “top brass” does 
not believe in rehearsing and often ends up at meeting time 
giving a mediocre presentation or “goes off the track” by ad- 
libbing. This is chaotic when visuals are planned. Any sug- 
gestions? 


A. The human element is hard to cope with. It is difficult to 
prevent “off the cuff” statements; they can be dangerous unless 
channeled. It has been found most effective to use a tele- 
prompter or portable prompter such as Telexecutive. The 
“moving speech” keeps your executive right to the program 
and insures keying in with your visuals. 
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HUNTING A SITE? 


Each of these 

Daytona 

Beach 

luxury hetels 

can handle 

up to 500 delegates 

comfortably. Combined 

convention facilities include 

air-conditioning, banquet 

rooms for 1000, three 

swimming pools, beach 

and cabana colony. 
Large or small, your 
meeting will be more 
successful here, 


W rite for details. 


FLORIDA'S LARGEST. . . 


and most complete convention 
and exhibit service — designed 
to meet your needs 


QU ME EAMES eye st 


Creative Vesientns ani wuOEs 


AL © SHIPPING © TRADE SHOW 
} MEET NGS bd CONVENTIONS R 


| Are you planning « convention at the 
New Miami Beach Exhibition Hall or 
any of the hotels? We'll be glad to 
supply you with any technical informa- 
| tion regarding the many facilities avail- 
‘i able in this area.—We 
| ?"'o% jmvite your inquiry. 
H } Write or call today: 


BERKE DISPLAYS, Inc. 


1733 N.W. 20th Street 
MIAMI, FLORIDA 


Phone: NEwton 5-5376 


What Does Your Agency 
Do at Your Meetings? 


Do you help your ad agency account man use your sales meeting 


to unearth new ideas and make contacts? Or is your agency rele- 


gated to offering statistical double-talk about ad impressions? 


Here’s how a meeting can be fertile ground for better ad ideas. 


By JOHN J. PHILIP and ALLAN J. TREMPER 
Vice-Presidents, Jones & Taylor, Inc. 


PROSPECT of being put upon to 
attend client sales meetings is, to an 
unfortunate degree, sheer anathema 
to the average advertising agency ac- 
count man. It is a strange attitude 
to consider, this one of resigned ac- 
ceptance, because in many, many in- 
stances, the annual sales meeting is a 
vital factor in shaping the entire cor- 
porate advertising program. 

It is, in fact, the one opportunity 
the agency has to. get a really good, 
panoramic view of what goes on—not 
only in sales, but in equally important 
areas of research and engineering, 
new product development, marketing 
objectives, design and production. All 
the things, in other words, that in 
good conscience should be considered 
in the intelligent development of an 
advertising program. 

Yet, while it's not universally true, 
agencies are often content to partici- 
pate only to the extent of reviewing 
last year’s advertising program, or 
edifying the sales force with stagger- 
ing statistical double-talk about an 
upcoming program. Frequently, of 
course, agency representatives make 
it a point to spend a_ respectable 
amount of time at the meeting—mak- 
ing sure they're seen by top manage- 
ment—before taking an opportunity 
to slip off to the Dutchman’s. 

This is a circumstance that is not 
entirely the fault of the agency. We 
know of accounts that make it trans- 
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parently clear that the agency is not 
welcome at sales meeting because the 
information to be discussed is “confi- 
dential”. We know of others who ex- 
pect the agency to make the usual 
advertising recital, and then to be off, 
because there are important sales mat- 
ters to be discussed. Naturally, such 
client attitudes can’t help but breed 
a lackadaisical, what-the-hell attitude 
on the part of the agency. 

But for all the monotony, tired 
jokes, uncomfortable seating and 
nickel cigar smoke, the sales meeting 
can and should be mutually profitable 
for agency and advertiser. To us, sales 
meetings are a time to take notes— 
and plenty of em. We say this because 
we feel that a well-regulated sales 
meeting brings into full perspective 
corporate activity about which, dur- 
ing the balance of the year, we must 
rely primarily on home-office adver- 
tising and sales departments. 

New product previews, generally, 
get top billing at the usual industrial 
sales meeting. It’s the one opportunity 
that everyone concerned with product 
development has to point out features 
and competitive advantages to the 
sales and distributor organization. It’s 
an occasion that usually gives birth 
to intelligent questioning and discus- 
sion—discussion in light of the field 
salesman’s own observations and ex- 
perience. Since the agency will be 
expected to promote and help sell the 


new product, it’s an occasion that 
should be taken well in hand. 

New product successes and failure 
are related, and the salesman is closest 
to both. If one or the other derives 
from the matter of appeal, the agency 
had pretty well know that such is 
the case, in calculating future appeals. 

Salesmen frequently will introduce 
new applications or successful com- 
petitive applications of similar prod- 
ucts, thus giving the agency a fresher, 
broader insight into areas where it is 
expected to function. 

Sales meetings also give distribu- 
tors the opportunity to express opin- 
ions on how management policy and 
decision will affect the ultimate con- 
sumer. This, too, is important because 
the ultimate job of advertising is to 
help put the product in the hands of 
the consumer. 

Sales meetings often give rise to 
off-the-cuff remarks by management 
which reveal thinking on phases of 
the client operation which might not 
otherwise be uncovered during the 
course of the year. They give the 
agency, too, a clearer picture of 
its client’s product and operating 
strengths and weaknesses, enabling it 
to trade on the client’s strength, while 
minimizing his weakness. 

This is also the once-a-year oppor- 
tunity for agency people to get per- 
sonally acquainted with district men 
and distributors, to get reactions from 
varying parts of the country, and to 
brush up on geographical sales trends. 
Such friendships can be of incalcula- 
ble benefit to an advertising agency. 
In our own case, we purposely culti- 
vate distributors because we have 
found that they lend invaluable aid in 
obtaining competitive information, 
special case histories, testimonials, in- 
stallation photos, and the like. 

To a startling degree, salesmen are 
woefully uninformed as to just what 
it is an agency does. Many of them 
labor under delusions born of slick 
Madison Avenue type novels and cine- 
matic booze fights, and look upon the 
agency man as a sharpie who lives big 
off their rightful commissions. 

If given the opportunity, agency 
people can use the sales meeting to 
relate the vital function of advertising 
to sales. They can explain the motiva- 
tional impetus advertising gives to 
sales, and that the agency is that 
motivational force. They can point 
out that the advertising department 
and the sales department derive from 
mutual need and respect, and that 
they have a common goal—to sell ef- 
fectively, to sell more. 

Obviously, everything that goes on 
during a sales meeting is not transfera- 
ble to client advertising and promo- 
tion. But we feel, and our clients 
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Be 


*20,000,000 


SUCCESS 


THE DEAUVILLE CELEBRATES 
PREMIER YEAR WITH RECORD- 
BREAKING CONVENTION BUSINESS! 


CLAIM POURS IN FROM NATION'S 


LEADING ORGANIZATIONS 


_ “Par excellence.” 


International Business Machine Corp., |.B.M. 


“Convention was one of the finest in history.” 


Fiorida Retail Liquor Dealers Association 


‘ “The most beautiful hotel in the world.” 
Nat'l Postal Transport Association 


q “Nothing but praise.” 


Nat'l Institute on Crime & Delinquency 


3 % The biggest and best convention ever.” 


fe 


Sit members Meroe 


Housing Authority, City of Miami 


= “Complete satisfaction.” 


American Petroleum Institute 
“Surpasses any previous convention.” 


. * Protective Life Ins. Co. 


“Details carried out to the ’nth degree.” 
Fla. R.R. & Public Utilities Commission 


| “Convention executed flawlessly.” 


Phi Lambda Kappa Fraternity 
“The Deauville made all the difference.” 
Watch Material Distr. Association 


“Completely successful.” 


Fla. Consumers Finance Association 
Servall Co. 


THE REASONS ARE CLEARI 


THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advance 
design, architecture and decor, offers the perfect setting for smoothly functioning con- 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is an 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 


The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstructed 
floor space, comfortably seating 3,500 people theatre-style accommodating 2,500 
people banquet-style. Sound-proofed sliding walls can be partitioned into two or three 
more areas for smaller groups. 


35,000 SQUARE FEET OF EXHIBIT SPACE 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 
“Projectioneered” for conventions, SUPER-abundant for the most demanding 


display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage 


12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 60 OR MORE. 

20 SPECIAL ROOMS FOR SMALLER GROUPS. 

NUMEROUS Press Rooms and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities. 
PLANNED FOR PLEASURE 

2 swimming pools, and 550 feet of private ocean beach—the Cabana Colony, putting 
greens and sun decks... for fun in the sun! 


2 magnificent night clubs, featuring great name bands and stars of Broadway and 
Hollywood! 


Miami Beach's only indoor ICE SKATING RINK...one of the many DEAUVILLE 
pleasure exclusives! 


SALES MEETING CENTER OF 
SAN FRANCISCO BAY AREA! 


us a SPOT 
or 
EXECUTIVE CONFERENCES 


GREAT OAK 


LODGE and YACHT CLUB 


on the beautiful upper 
Chesapeake Bay 


Less than an hour by plane from 
New York to private airfield on Great 
Oak’s 1500 acre estate. Only two hours 
by car from iladelphia, Washington 
or Baltimore. Yacht available for trans- 
as wen across Chesapeake Bay from 
altimore to Great Oak. Superlative 
lodging and modern meeting space 
available for groups up to 80 persons. 
There is auditorium seating for 200, 
three dining rooms, three cocktail 
lounges, marvelous Eastern Shore 
cuisine. Completely air conditioned. 
Open year round—every seasonal sport 
can be enjoyed on estate—golf. 
swimming (Bay and pool) riding. 
skeet, trap and pheasant shooting. 


WRITE FOR BROCHURE—see why 
Great Oak is called ““The Key Largo 
of the North”. 


GREAT OAK 


LODGE and YACHT CLUB 
Fairlee Creek, Chestertown, Md. 
Calvin C. Smith, Business Manager 


6 GOOD REASONS WHY YOU WILL GET MORE 
FROM YOUR MEETING AT THE HOTEL CLAREMONT: 


4. More fun dancing to name bands in 
the great Garden Room, and enjoying 
the magnificent food you'll relish at 
the Claremont. 


1. More public space than any other 
hotel in San Francisco Bay Area— 
23,326 square feet handles 200 ex- 
hibits easily 


CONVENTIONS AND 
SALES MEETINGS IN 
PHILADELPHIA 


5. More business value—no traffic noise, 


550 Air-Conditioned 


More free parking space—room for 
1,000 cars. 


More true luxury—300 rooms, and 
suites with fresh flowers daily from 22 
acres of lovely gardens surrounding 
the Bay Area's finest resort hotel. 


no drifting away. 


6. More prestige—the Wall Street Jour- 


nal yearly carries the names of more 
than 100 top level U.S. business or- 
ganizations holding meetings at the 
Claremont. 


HOTEL (Claromont 


Berkeley-Oakiand, Calif. 


Murray Lehr, Managing Director 


Reasonable rates on request THornwall 3-3720 Teletype OA 520 


GOOD FOOD, 


Guest Rooms 


aN eae oo WANTED!.. 


" 


IN CHICAGO 


SMALL GROUP MEETINGS 


SMALL CONFERENCES are 


our BIG MEETINGS 


BISMARCK, HOTEL 


WM. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARRA, Mgr 


PAULINE BROWN, Sales Mar 


AIR-CONDITIONED 
MEETING ROOMS 


City’s most convenient hotel. 
400 modern, attractive 
rooms—<all with private 
bath, radio, and circulating 
ice water. Finest convention 
facilities—entire floor of 
air-conditioned meeting rooms. 
Closest to everything in Phila. 


Reserve direct or 
through your travel agent. 


Telephone: Rittenhouse 6-3000 


Adele Downey 
Sales Manager 


Bennett Tousley 
General Manager 
For Wining 

and Dining— 

@ Adelphia Room 
© Coffee Shop 


ADELPHIA HOTE 
CHESTNUT STREET AT 13TH 
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agree, that the more we know about 
the product, the better we know the 
men who sell the product, the more 
intimately we know our client’s opera- 
tion and thinking, the more we eoee 
about competition, the more effective 
the aclvertising we create will be. 
During a recent sales meeting, we 
perceived a radical, but at that time 
inconsequential, change in marketing 
methods by a salesman who had been 
called upon to test a new market. In 
analyzing the technique he had de- 
veloped, we re-evaluated our media 
considerations corapletely. Net result 
was that when we pulled out the stops 


to promote this new market nationally, 
we got a full year’s jump on competi- 
tion, and today our client leads all 
competition in this particular field. 

Many agency men consider them- 
selves too blase and sophisticated to 
submit themselves to the razz-a-ma- 
tazz and “let’s give ‘em hell, men” 
that most sales managers use to wind 
up a sales meeting. We don't. Let’s 
face it—there’s nothing wrong with 
getting that extra shot of enthusiasm 
to keep you sold on your client’s 
products. 

No question about it—sales meet- 
ings are for us, in a big way! # 


Dates and Places for Sales Confabs 


Here is a rundown of regional sales conferences, clinics and rallies spon- 
sored by National Sales Executives, 630 Third Ave., New York 17, N. Y. 


APRIL 


Davenport, lowa—Conference 
Memphis, Tenn.—Clinic 
Oakland, Cal.—Clinic 
Houston, Texas—Clinic 

Ft. Lauderdale, Fla.—Rally 
Long Island, N. Y.—Rally 


Roanoke, Vo.—Rally 
14 Charleston, W, Va.—Rally 
16 Wichita, Ken.—Clinic 


21 Rockford, Iil.—Rally 

23 Raleigh, N. C.—Rally 

27 Springfield, Mass.—Conference 
28 Quincy, Il.—Rally 

30 Portiand, Maine—Rally 


MAY 


5 St, Paul, Minn.—Rally 

8 Birmingham, Ala.—Conference 

11 Greenville, S$, C.—Clinic 

19 Long Beach, Cal.—Rally 

1? St. Louis, Mo.—Management Seminar 


SOijv_ 
KiRUTY 
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“4 hear he’s quite a speaker.” 
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Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


The NEW 


UNEXCELLED FACILITIES 
for SALES MEETINGS 


9 Private Dining and Meeting Rooms plus 
Grand Ballroom to Pltencaten We meetings 
and banquets from 30 to 1000 persons. \Com- 
pletely Air Conditioned. 400 Rooms. 4 Res- 
taurants and lounges. Free Radio—TV Avail- 
able. Free Parking. Freight Elevator Service. 
As much as 5200 square feet of exhibit space. 


TELEPHONE GRand 1-5100 7 
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MINIATURE TIRES are processed at U. S. Rubber booth. CARNIVAL PITCHMEN bark, “Answer question, win valuable prize.” 


Exhibits Instead of Sales Meeting 


Cities Service creates “Dealerama” as substitute for regular deal- 
er meeting. Suppliers to dealers join company in small trade show. 


Tested in New York City, other regions will put on show in Spring. 


SUBSTITUTE EXHIBITS for meet- If you are Cities Service Oil Co. 
ing sessions, invite wives along with (Pa.), you have a “Dealerama” and a 
vour dealers, create a circus atmos- mighty successful promotion to deal- 
phere, and what do you have? ers and distributors. 


“We're getting away from tradi- 
tional meetings,” explains Ray Keck, 
advertising and sales promotion man- 
ager. “Last year we used a 13-city 


ONE IDEA behind “Deal- 
erama” is to give dealers 
and wives a pleasant eve- 
ning out. Approximately 
900 attended show nightly. 
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THE HILTON CITY OF FINE CONVENTION HOTELS 
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Successful meetings convene every day within the Hilton network of hotels. Why? Because each Hilton Hotel has 
complete convention facilities, serviced by a staff trained to deliver the utmost in expert assistance. 

For complete information on accommodations, contact Sales Manager of any Hilton Hotel, or: Richard L. 
Collison, Assistant Vice President and General Sales Manager, Hilton Hotels, Palmer House, Chicago 90, Illinois. 


NEW YORK 

1—The Waldorf-Astoria 
2—The Plaza 

3—The Statler Hilton 
4—The Savoy Hilton 


WASHINGTON, D. C. 
7—The Statler Hilton 


BOSTON 
9—The Statler Hilton 


SAN JUAN, Puerto Rico 
27—The Caribe Hilton 
MADRID, Spain 

29—The Castellana Hilton 
PANAMA, R. P. 

31—El Panama Hilton 


In Pittsburgh, Pa. * Denver, Colo. * San Francisco and New Orleans (Hilton Inns) * Port-of-Spain, Trinidad, W. I 


CONRAD N. HILTON, PRESIDENT + EXECUTIVE OFFICES + THE CONRAD HILTON 
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HILTON HOTELS 


HARTFORD 
11—The Statler Hilton 


BUFFALO 
13—The Statler Hilton 


CINCINNATI 
14—The Netherland Hilton 
15—The Terrace Hilton 


CLEVELAND 
16—The Statler Hilton 


HILTON HOTELS 
MONTREAL, Canada 

Queen Elizabeth 

. Hotel) 


33—The 
(a C.N. 


ISTANBUL, Turkey 


CHICAGO 
5—The Conrad Hilton 
6—The Palmer House 


DAYTON 
18—The Dayton Biltmore 


DETROIT 
19—The Statler Hilton 


COLUMBUS 
17—The Deshier-Hilton 


IN THE U.S. 


ST. LOUIS 

8—The Statler Hilton 
LOS ANGELES 

10—The Statier Hilton 
BEVERLY HILLS 

12—The Beverly Hilton 
HOUSTON 

20—The Shamrock Hilton 
DALLAS 

21—The Statler Hilton 


INTERNATIONAL 


MEXICO CITY, Mexico 
30—The Continental Hilton 


HAVANA, Cuba 
32—The Habana Hilton 


28—The Istanbul Hilton 
HILTON HOTELS UNDER CONSTRUCTION 


EL PASO 

22—Hilton Hotel 

FORT WORTH 

23—Hilton Hotel 

SAN ANTONIO 
24—Hilton Hotei and Inn 
ALBUQUERQUE 
25—Hilton Hotel 
CHIHUAHUA, Mexico 
26—The Palacio Hilton 


WEST BERLIN, Germany 
34—The Berlin Hilton 


CAIRO, Egypt, U.A.R. 
35—The Nile Hilton 


* Athens, Greece 


CHICAGO 65, ILLINOIS 


the Ulu QY S mam sens finest 
bh forson 
hotel | FOR YOUR 


ATLANTIC CITY. N. J. MOST SUCCESSFUL 
Outstanding Facilities CONVENTIONS 
at Sensible Prices SALES MEETINGS 


lf you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 


estigate the facilities at the Jefferson INCENTIVE GROUPS 


. « « Atlantic City's leading moderately 
priced hetel, Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is assurance of a most success- 
ful meeting. 


| 
@ UNEXCELLED LOCATION bas )  NPILIPC 
—in the heart of the resort, (WW UL MIAMI BEACH'S Meu esl ‘ 


convenient to railroad and If you are thinking of Miami Beach 
bus terminal. for your next gathering, 
BANQUET ROOM — seat- write, wire or phone for Information 
ing 880 persons. That Will Give You Inspiration! 
SEPARATE MEETING Miami Beach: JE 8-6811 
ROOMS accommodating 35 HENRY G. PHILLIPS 
to 350 persons, National Sales Manager 
EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

250 COMFORTABLE 
ROOMS in the Jefferson 
EXPERIENCED STAFF to 
handle all details. 


Harold L. Miller, General Manager 
Telephone: 5-0141 


Write Cy Goeld, Manager 


ONTMARIRE Jefferson Auditorium | 


Oceanfront / 47th to 48th Sts. / Miami Beach ee ere eee ceeees. | Cereting new Sine facilities for business and 


| pleasure, magnificent new Terrace Ball 
Completely Air Conditioned | room, Auditorium and other conferencc 
| rooms—adaptable to every type of meeting 
| event... Terrace Cocktail Lounge, banquet 
| facilities .. . indoor year round Swimming 


' i | Pool. Championship golf course atop a 
BUFFALO S MIDTOWN HOTEL GROUP superb 3500 one seeneiien setting, 


secluded yet easily accessible. All sports in 


Ww ; U aC | Write for Conference Facilities Folder 
1 ee POCONO MANOR 
» “ha a er . ——— 


_— LENOX ‘ KLEINHANS MUSIC HALL MOTE STUYVESANT HOTEL WESTBROOK 
TWO BLOCKS OF BANQUET AND CONVENTION FACILITIES FOR 12 TO 1200 PERSONS Pocono Manor, Pa. 
IN 5 TO 500 ROOMS WITH 90,000 SQ. FT. OF EXHIBIT SPACE. Phone (Mt. Pocono) 
@ Air conditioned bedrooms TErminal 9-3611 
WRITE FOR INITIAL BROCHURE!! @ Large screen television Betty J. Evans, Sales Mgr. 
T 


om McMann @ Conference rooms 
Director for Sales @ Free parking for 500 avtomobil Glenn W. Kissel, Mgr. 


@ Drive-in entrances for motorists John M. Crandall, Gen. Mgr. 
245 ELMWOOD AVENUE ©. GRant-8035 * BUFFALO. NEW YORK 


~ 
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“SAY CHEESE for the c . | 


closed-circuit TV session. This year 
we've tried Dealerama—a ‘first’ for 
Cities Service—and results were better 
than expected.” 

Three other regions in the 13-state 
marketing area will use the Dealer- 
ama formula devised by Keck for 
spring meetings of dealers. The test 
show was staged at Statler Hilton, 
New York City, Jan. 21 and 22. 

First night (5:30-10 PM) was for 
retail dealers and their wives. Next 
night was open to distributors and 
their dealers and wives. Territory cov- 
ered by this first Dealerama included 
parts of New Jersey, New York and 
Connecticut. Distant dealers were 
brought in by chartered buses. 

Basically, Dealerama is a small 
trade show with 19 exhibits. Most of 
them are Cities Services displays. The 
rest are suppliers of tires and acces- 
sories sold by dealers, as well as 
equipment dealers use. 

Idea behind Dealerama is to give 
a dealer and his wife a pleasant night 
out and at the same time inject a little 
extra goodwill for the company and 
a little information to help the dealer 
in his business. It is a change from 
speeches, banquets and ordinary train- 
ing sessions. Instead of a banquet, 
dealers and their wives had a hand- 
some buffet dinner which was avail- 
able at any time during the almost 
five hours of the Dealerama each night. 
A feature of the Dealerama was a 
foreign-beer bar—so popular the first 
night that it ran out of foreign beer 
about an hour before closing and had 
to resort to local brews. 

Striped fabric in red and white 
decorated the ceiling in circus-tent 
fashion. Striped poles between booths 
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s and wives could have photo taken free. 


acted as directional signs. Huge stuffed 
animals at strategic spots added to the | 


circus motif. 

It took just 22 hours (almost all the 
time allowed by the hotel before 
Dealerama opened) to install booths 
and decorate the room. 


Some exhibits were purely educa- | 


tional, others mostly fun. Exhibit run 


by Cities Service sales training men | 
was a carnival-type dart game. Back- | 


wall was covered with questions. 
When a player's dart stuck to a ques- 
tion, the player had to answer cor- 


rectly. Four correct answers earned | 
a cigar. Six correct answers earned a | 
stuffed panda. Rules for this game | 


were mighty flexible. Aim was to give 


dealers as much fun—and chances to | 


shoot at the target—as possible. Most 


questions were tricky, and in an in- | 


offensive way, many dealers discov- 
ered that they didn’t really know all 
about the products they sell. 


Many elements were planned into | 
this event to make dealers happy. One | 
booth took Polaroid pictures of deal- | 


ers and their wives. During one part 
of the evening, pictures could be 


taken with Gil Hodges, Los Angeles | 
Dodgers’ first baseman, who was in- | 


troduced to the group by a represen- 
tative of Sports Illustrated. e fol- 
lowing night, Yankee hurler Whitey 
Ford was on hand to take pictures 
and sign autographs. 

A bunch of prizes were given each 
night. Drawings were staged peri- 
odically throughout the evening of 
both nights. Prizes were donated by 
Cities Service and the eight suppliers 
who had booths at the / sy Grand 


= each night was a large card- | 
oard symbol of Cities Service. The | 


CONVENTION 


To have a successful con- 
vention, plan a good pro- 
gram in the first place, then 


hold it at the right place. 


CHALFONTE ~~ HADDON HALL 


on the Boardwalk, Atlantic City, NJ. 
Owned & operated by Leeds & Lippincott Co. for 69 years 


Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « JAMES E. KNAUFF 


YEAR-ROUND CONVENTION-LAND ! 


The perfect setting for 
successful conventions 
.. . large or small, The 
BERKSHIRE HILLS, 

site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 

and art galleries. 


Ideally located... 
135 miles from 
NEW YORK 
and BOSTON. 


for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
50 SOUTH STREET, PITTSFIELD 96, MASS. 
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e 10 function rooms—all air-conditioned 
(banquet capacity—1000 
meeting capacity—1200) 


NEXT TIME... 
make ita 


SCHIMMELventior 


at the 
HOTEL 


LINCOLN- DOUGLAS 


Ideal faciilties for 
every size group 
175 guest rooms 


¢ 400 guest rooms—many air-conditioned 100% air-conditioned 


@ 12 acres of beautiful grounds featuring 
Olympic Swimming Pool, 
18-hole putting green, 
Free Parking 
e A staff of convention specialists 
® Superb cuisine 
e Nightly entertainment 


Bou 


HOTEL 


AUGUSTA 
GEORGIA 


“THE SOUTH’S LARGEST 
CONVENTION RESORT HOTEL” 


Convention at any of the eaarahy- 
located Schimmel Hotels. 
SCHIMMEL service is immediate, per- 
sonal service—so important to the suc- 
cess of your function. Next time—make 
your meeting memorable ... make it a 
SCHIMMELvention. 
© HOTEL CORNHUSKER Lincoln © HOTEL LASSEN Wichita 
e THE TOWN HOUSE, Kansas City, Kan. 
@ HOTEL CUSTER, Galesburg, Ill. 


© HOTEL BLACKSTONE Omaha 
SEND FOR FREE CONVENTION 
PACK—plus PROMOTION KIT to help 
you make your next function an out 
standing success! 


write SCHIMMELvention 


HOTEL LINCOLN-DOUGLAS — QUINCY, ILL. 


Information and literature on request: 
BILL BOSWELL, SALES MANAGER 


adds the personal touch 
that means so much! 


. 
th, ®4h@ 6: 
impress 


CONVENTIONS and SALES MEETINGS 


Our superb facilities offer you an attractive choice of flexible rooms 
designed for groups of 10 to 1000... with special Display Areas, 
Penthouse Club, superior equipment and print shop. PLUS our 
own staff of convention experts 
whose thoughtful service assures 

you smoothly successful meetings. 


For leisure hours, our magnificent 
ol-lounge area...fun programs and 
nightly entertainment and dancing add 
to your pleasure. And we’re only minutes 
from golf courses, horse racing, deep sea 
fishing, boating, shopping...and Miami 
Beach Auditorium and Exhibition Hall. 


Write for Convention Brochure 
Philip Snyder, Mgr. 
Kowal Ownership AFL/CIO Hotel 
completely air conditioned 


NEARBY 
PENNSYLVANIA 
COMPLETE 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, equipped with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All sports 
facilities. Special Convention rates. 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N.Y. and Philadelphia. 


the SKYLINE (NN 


AND COTTAGES 
Mount Pocono, Pennsylvania 
Edward C. Jenkins, Manager 


Sbhbbahadag 
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* MIAMI.BEACH, FLORIDA 


The MONMOUTH 
HOTEL 


SPRING LAKE BEACH, N. J. 


MEETINGS UP TO 400 
JUNE AND SEPTEMBER 


| Hour Drive to NEW YORK 
or PHILADELPHIA 
Write James J. Farrell Mgr 


Same management as 
Palm Beach Biltmore 


@ Two golf courses 
@ Air conditioned dining room 
@ Ocean cooled meeting rooms 
@ Tennis courts, shuffle board 
@ Private bathing beach 
@ Cocktail Lounge, Night Club 
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green of the symbol, however, was 
created with dollar bills—50 of them. 

Dealers were pre-registered by the 
salesmen who call on Y ag This gave 
the company some idea of how many 
people to plan for. Upon arrival at 
Dealerama, dealers picked up badges 
for themselves and their wives. Badges 
were already filled in and filed alpha- 
betically at the registration desk. Each 
wife was given an orchid along with 


her badge. 


Each night the crowd numbered 
about 900. This included dealers, dis- 
tributors, wives, Cities Service per- 
sonnel and press. 

Completely informal, dealers could 
wander through the show as they 
pleased, could eat or drink when they 
pleased. Buffet was set up in a room 
adjacent to the booth area. 


One of the most popular booths, 
U.S. Rubber, demonstrated how tires 
are manufactured by actually making 
miniature tires. Starting from basic 
materials, booth personnel demon- 
strated how cord and rubber were 
applied and processed. It took 20 
minutes to “cook” and turn out a 
small tire in the booth. Nobody 
stayed 20 minutes to witness the en- 
tire process, but visitors watched the 
early part of the demonstration and 
generally drifted back to see how 
“their” tire was doing. 

One of the exhibits, Ad-Pact Corp., 
extolled the virtues of its plastic signs 
with a puppet show. R. M. Hollings- 
head booth offered actual demonstra- 
tions of the lasting qualities of its 
auto wax. Booth personnel poured 
acid on an auto fender to show the 
resistance of its wax. Acid didn’t 
bother the waxed fender one bit, but 
it played havoc with the rug on the 
floor when the booth attendant al- 
lowed his enthusiasm to enter into 
his pouring. (One of the visiting deal- 
ers suggested that the rug should 
have been waxed before the demon- 
stration.) 

A flat 5% off on all orders placed 
at exhibit booths was part of Dealer- 
ama’s attraction. Figures weren't re- 
vealed on dealer purchases, but Cities 
Service salesmen’s smiles indicated 
business was better than anticipated. 

Another touch of “atmosphere” was 
lent by the strolling magician who 
pulled silver dollars out of visitors’ 
ears, made cigarettes disappear and 


Dealerama, and they showed a sur- 
prising interest in facts revealed by 
exhibits. 

Purolator Products, Inc., had _ its 
booth personnel equipped with 
Brownie cameras hanging in front of 
them. This was to call attention to 
the special “Bonanza Bonus” whereby 
a dealer gets a free camera when he 
orders an assortment of 26 oil filters. 

Jack P. Hennessy Co. booth per- 
sonnel wore white ties and full dress 
suits to demonstrate that you can 
stay clean when you use its tire 
changing equipment. 

Cities Service Research and De- 


velopment Center had a booth to ex- 
plain tests for fuel efficiency in cars 
The booth was manned by technicians 
who displayed an uncommon enthu- 
siasm for explaining scientific findings 
in simple terms. 

Now that the formula for Dealer- 
ama has been worked out and tested, 
other regions should have few prob- 
lems to duplicate the original—every- 
thing from original promotional mail- 
ing to booth set-up. Suppliers will 
have booths at regional shows, too. 
However, these will be manned by 
representatives of supplier companies 
in the particular region. ° 


sat? 


There is No Reason Why... 


Your Very Next Convention 


or Sales Meeting Should Not Be 


in The Internationally Famous 


International 
Amphitheatre 


Chicago . . 


. the convention city . .. is the 


natural spot for your next meeting. The Inter- 
national Amphitheatre has the facilities to 


accommodate meetings, conventions and exhi- 
bitions of any size. 


585,000 Sq. Ft. Exhibit Space 

Air Conditioned Arena Seats 13,500 
New Public Address System 

Parking for 7,500 Cars 

individual Halls 4,000 to 180,000 Sq. Ft. 
15 Minutes from the Loop 


Direct Your Inquiries To 


M. E. Thayer, General Manager 


Mony Smaller Rooms 
Available... 
Adjoining Nationally 
Famous Restaurants 


Stock Yara Inn 


A charming atmosphere housing some of the world's 
most famous restaurants. Complete facilities for sales 
meetings, banquets and special dinners for groups of 
25 to 800. tt will pay you to write for litercture, 
plats and bonquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


reappear almost anywhere, and gen- 
erally baffled and amused small groups 
all night. 

Advertising and Sales Promotion 
Department maintained a booth where 
novelties—golf tees, balloons, candy, 
coasters, etc.—were distributed to deal- 
ers and wives. Wives, incidentally, 
made up about 35% of attendance at 


simtoin, Room 


Private dining rooms and 
meeting rooms 

Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
private meetings 

Saddle and Sirloin 

Club facilities 


International Amphitheatre 
42nd to 44th Streets ° Chicago 9, Iii. 
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Razzle-Dazzle 
Meetings for 
Raw Products? 


Even the stuff of which fertilizer is made can get 


dramatic treatment. Mineral producer stages meetings 


for its salesmen and customer salesmen—gets out into 


space for theme. Two years’ planning for this series. 


By DAVID J. ATCHISON 


“FULL ORBIT” program is launched from outer space. 


WHEN IS POTASH not potash? 
Further, why would a salesman want 
to get excited about such a standard, 
unromantic raw product? 

Potash and other chemical cousins 
such as phosphates not only have be- 
come exceedingly romantic but sales- 
men who lug around order books for 
them have a new glint in their eyes 
and new refills in their ball-point 
pens. All this results from a razzle- 
dazzle series of sales meetings spon- 


sored by International Minerals and 
Chemical Corp., Skokie, Ill, during 
which series (just concluded) the firm 
surprised its own sales force: and 
salesmen of its customers. 

The latter attended nine meetings 
in eight locations, and were properly 
impressed that at no time was there 
a pitch for IMC products. Also im- 
pressive was that the host company 

icked up the tab for hotel rooms, 
feacheonit dinners and cocktails. Only 


expense involved for customers was 
for transportation of their salesmen. 
Many customers sent men from dis- 
tances of 300 miles. One salesman 
who attended the Baltimore meeting 
came 900 miles, from Presque Isle, 
Me., to catch one of the two meetings 
held there. 

Full program schedule listed other 
meetings in Birmingham, Shreveport, 
Tampa, Columbia, S.C., Cincinnati, 
Des Moines, and at IMC headquar- 


SOUTHERN SALESMEN take extensive notes at session which launched series of nine meetings. 
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ters in Skokie. All were moderated 
by Neal Schenet, rag. of mer- 
chandising, formerly sales training 
director, Elgin National Watch Co. 

After two years of planning by 
Anthony E. Cascino, marketing vice- 
— and IMC’s centralized mar- 
eting division, first “blastoff’ — but 
literally — came last May, when 35 of 
the corporation’s own salesmen gath- 
ered in a meeting room high in Chi- 
cago’s Sheraton hotel. They were as 
blasé as a group of perfume salesmen, 
instead of fertilizer order takers. 
When the meeting ended, they were 
no longer order takers. Smoking 
rockets, whirling sputniks and other 
things “out of this world,” including 
gorgeous girls and other items inspira- 
tional, gave them a whole new out- 
look on their products and their ca- 
reers. 

These 35 industrial salesmen had 
a startling experience. What else 
could they do but to sell agricultural 
chemicals to around 500 fertilizer 
manufacturers in this country? They 
realized that in many ways, selling in- 
dustrial products, particularly raw 
materials in bulk lots, is a tough job 
what with product standardizations 
and widely accepted grades and spe- 
cifications. Buyers are interested pri- 
marily in price (and personal rela- 


tionships that have little to do with 
the business itself). 
To show how interesting this par- 


ticular type of selling can be, the 
men were told that they were now in 
the “Full Orbit” of selling, and they 


were = a package of a newly- 
drafted series of books. These cov- 


NURSE GIVES outer space flight tests. 
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MR. FULL ORBIT is surprised when chosen hero of “This Is Your Life” program. 


ered market analysis, staging of meet- 
ings, sales manpower requirements 
and selection, and a 100-page de- 
tailed book on advertising and promo- 
tion. There were also two Seale out- 
lining what IMC has available on 
technical problems and _transporta- 
tion. 

The men quit blinking their eyes 
at what was happening, broke up into 
teams named Thor, Atlas, Vanguard, 
Jupiter-C and Redstone, each with a 
“space pilot.” For two days they 
poured over the information in the 
books. A quiz at the end determined 
how Sede information from the 
books was retained. 

Philosophy behind this first meet- 
ing: IMC salesmen, most with a tech- 


nical background and who sell a 
standardized product, were as human 
as consumer goods salesmen. They 
would respond to the same stimuli 
that had proved effective in the ap 
pliance and automotive fields. Thus 
the program unabashedly unveiled all 
the gimmicks and gadgets characteris- 
tic of a consumer salesmen’s meeting. 

To get up a new head of steam 
for the traditionally big selling season 
in the spring, the company, in De- 
cember, carried through and enlarged 
upon its rocket age approach. It used 
the title and theme, “Second Stage,” 
which paved the way for the “Third 
Stage” and “Fourth Stage” meetings 

Second Stage was held in IMC’s 
new $5-million headquarters building 
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OW 
IN MIAMI... 


in-town convenience / on-the-bay luxury — 
with facilities for 1,000 conventioneers! 


= DUPONT PLAZA 
HOTEL 


where downtown Miami 
meets 


Biscayne Bay | . trained vent sa @ 400 “comfortized” air-conditioned 
ee rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 

y Drum Room & bar featuring famous cuisine and 
Managing Director entertainment. 

nid @ Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 


+4 1 block from Municipal Auditorium. 
To get things done... Geneps & parking Secthaes etlommet. 
® for illustrated brochure write: 
0 mow, Ht Convention & Catering Dept. 
P HOTEL » 6 t 
New Lagoon Reom 14th & Baltimore @ Kansas City, Mo. 
Skylounge 
Lakewood Club SUCCESSFUL MEETINGS 
call tor 
Championship Golf Course 


Deep-sea cruisers p Vy . 
Swimming pool and white sand beach lovey Medraay 


Distinguished cuisine and service, plus luxurious comfort and the PONTE VEDRA BEACH 
privacy of a 350-acre estate have established Grand Hotel as a FLORI 

favorite resort for discriminating guests. 100% air conditioned. Add to DA 
these features the finest of meeting rooms and you have all the 
facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 


Maximum 200 persons (120 double rooms and suites) 
For Convention Information Kit, write James M. Pope, Resident Manager 
Harry A. Peters, Jr., Director of Sales 


GRAND HOTEL © POINT CLEAR © ALABAMA 


ADD A CRUISE TO NASSAU! 
via % FLORIDA from Miami 


ARRANGE for your members to come a few days early—or stay 
later for needed relaxation—and grab this chance to see colorful, 
foreign Nassau! 3-day cruise includes two nights at sea, two days 
and a night in Nassau. 


' 
! 
! 
! 
i 
‘ 


Al [ovrsio: 
STATEROOMS! 
ROUND TRIP $39 up AIR-CONDITIONED dining room and cocktail lounge. Dancing to 
ship's orchestra. Entertainment. All meals—the ship is hotel all the way. 


FOR COMPLETE INFORMATION WRITE 


ee 


RO STEAMSHIP COMPANY iiawi &, FLORIDA’ 


SALES MEETINGS/Part if SALES MANAGEMENT 


in Skokie, which had been completed 
since the blastoff. The sales meeting 
room is a modern theater, complete 
with enclosed projection booth, wide 
movie screen and overhead stage 
lighting. 

For the Second Stage meeting, sales- 
men took “physical tests” for “space 
travel,” conducted by a fittingly at- 
tired “space nurse,” who later pro- 
pst all cadets fit, “with blood 
pressure definitely high enough for 
space travel.” 

Every step was aimed at sustaining 
the space-age mood. A continuous 
sound color film, with background 
beeps recorded from Sputnik, sent 
bri Ant impressionable images veering 
and curving across the 20-foot wide 
screen as the salesmen (still the com- 
che own group) filed into the blue- 
ighted, eerie atmosphere of “space.” 

Room was completely made over to 
simulate the blue stratosphere, and 
out of the skies loomed miniature 
glass satellites holding caricatures of 
key salesmen as “passengers.” Stage- 
light beams alternated in greens and 
blues to give an impression of swift 
movements among the stars. 


A special opening movie took the 
travelers into orbit, and deafening 
sound effects accompanied the crash 
through the “time barrier” as a loud- 
speaker carried the space captain’s 
warning to hang on. 

Several cases of suspected air sick- 
ness were reported. 

Actual color films of a Cape Ca- 
naveral blastoff were shown, and a 
split-screen device blended the rocket 
into movies taken at the original “Full 
Orbit” launching in May. 

Meat of the two-day session came 
in a “This Is Your Life” presentation 
with movie clips and slides. Mr. Full 
Orbit (a professional actor decked out 
in helmet and space suit) was the 
sa est “discovered” in the 
audience by Vice-President Cascino. 

Executives as well as IMC custom- 
ers, appeared as friends from Mr. 
F. O.’s past life to tell how he had 
made news, improved the company 
standing and hiked sales. Flustered 
“guest” protested, “It was nothing — 
the salesmen went out and did the 
work!” 

Later Cascino told his cadets that, 
contrary to published reports, one 
U.S. rocket had actually obtained 
classified pictures of the other side 
of the moon, and across the screen 
flashed a huge sign, “IMC GO 
HOME!” Cascino said he knew the 
competition was everywhere, but 
hadn't known they had gone that far. 

Merchandise Manager Neal Schenet 
took over after the softening-up proc- 
ess and told salesmen these new serv- 
ices were to be added to the Full 
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WHERE will you get more done? 


WHILE you have more tun? 


NASSAU 


AND THE BAHAMAS 


You accomplish more on the agen- The Bahamas are near by plane or 
da because you relax so enjoyably —ship...and no passports are needed 
during the hours in-between! for American or Canadian citizens. 


For complete information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI CHICAGO NEW YORK DALLAS 
1633-34 duPont Bidg. 1230 Palmolive Bldg. 307 British Empire Bldg. Adolphus Hotel Arcade (1406) 
TORONTO: 707 Victory Bidg. 


Complete Convention Facilities Plus 
Las Vegas Luxury at Economy Prices! 


Convention & Meeting Facilities for 10 to 1000 
1068 at The World’s Largest Resort Hotel! 


ica’ lar 
MS 3% CAFE CONTINENTAL, America $ most spectacu 
DELUXE ROO theater-dining room! Dining capacity 700, 
- can accommodate up to 1,000 for special events! 
800 te PRIVATE BANQUET ROOMS with special kitchen facilities. 
ROOMS AT Serve also as meeting rooms for 200-300 persons each. 
$6 to $10 te TICKER TAPE LOUNGE for private cocktail parties 
E! for up to 150 persons. 
sala 3 EXHIBIT SPACE... complete audio and visual 
equipment ...special installations for displays... 
SUITES , flexible to meet any exhibitor’s needs! 
$18 to $30! te PLUS unmatched cuisine, mammoth swimming pool, 
? lounge, shop promenade, and all the fun for 
All-air-conditioned which Las Vegas is famous! 


1 with of- On Stage! The exciting show-spectacle direct from Paris! 


LE LIDO DE PARIS 


“THE WORLD’S GREATEST FLOOR SHOW” 
— LIFE MAGAZINE 


WARDUS Hii! Ye 


LAS VEGAS, NEVADA 


r parking! 


NOW! A 
UNITED HOTELS 


Phone Convention Department —DUdley 4-6350 = rEKPrise 
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¥ Special awards y Conventions 
Vy Premiums 


y Service awards y Prizes 


— Any business card, signature, em- 
— blem, or your personalized custom 
SPECIAL! design reproduced in lhe miniature by deep, 
SEE-IT OFFER sharp engraving on quality cuff links, tie bars, 
hind veut eewkaiens = money clips, or key chains. Choice of satin- 
card or signature with  Silverchrome or 24K gold finish. Order 1 or 
,only $3.00 for your 1000. Write for quantity prices. 
| custom-made tie bar., 


($4.95 value.) See for 
Card -O- Link Company 


yourself what Card-0- 
Links can do for. you. 
se: 26 East Huron Street + Chicago 11, Illinois 


Now that the question- Nag eh eee 
and-answer period is + a Be Se 
over, who's the real super-salesman? You guessed it—all of ’em! The 
reason? The Marott—first choice in Indianapolis for better business con- 
ferences! Comfortable meeting rooms, delicious luncheons, closed-circuit 
TV—the Marott has everything you need to hold that audience for your 
sales commercial and make ‘em act like one man. Call TWX IP380 for 
reservations. King-size beds are a Marott exclusive! 

Free parking in two areas on hotel premises. 

CALL US AT WALNUT 6-457) 


lp marott hotel 


Orbit program, scheduled to start in 
January: 


® Two-day sales clinics for ferti- 
lizer manufacturers at eight lo- 
cations throughout the country. 


Pamphlets on proper use of 
credit and insurance programs 
(to add to six others already in 
customers’ hands on market 
analysis, advertising, —— 
tation, dealer meetings, techni- 
cal services and sales training). 


Special, detailed material to an- 
swer specific problems when re- 
quested by a customer. 


Incentive ge including trips 
to Bermuda for top salesmen 
and their wives. 


T. M. Ware, IMC president, told 
the sales crew that the program “al- 
ready has set a new standard of cus- 
tomer-supplier relationship. It is point- 


NORTH MERIDIAN ST. AT FALL CREEK BLVD, INDIANAPOLIS, INDIANA 


COPYRIGHT 987 C RUBEN ADVERTISING 


Wed like 


to tell you 


why : 
MIAMI 


for Conventions 


is the Magic City 


Write to CONVENTION BUREAU 
320 N.£. 5th St. Dept. Ti 
Miami, Florida 


ing the way to a new IMC philosophy 
which reaches far ae the two 


| materials division (phosphate-potash) 


in which it originated. This is be- 
coming a new corporate way of life 
for IMC, with all our energies, tal- 


| ents and services oriented to the bene- 
| fit of the customer.” 


Early in January, IMC “task force” 
set out in a company plane to start 


| the round of nine meetings in the 


field, directed and mediated by 


| Schenet, who was to be away from 


home a full month at the risk of 


_ having his children forget just who 
| he was. First ot was held Jan. 


5; last was concluded Feb. 3 at 
Skokie. 
During this time the plane was kept 
busy picking up and depositing the 
two task force crews of three men 
each. They'd land in a city the day 
| before the meeting was to come off, 

check reservations, food facilities and 

meeting room setups. Each time they 
| unloaded, “it looked like an African 
| safari was taking the town over,” as 
| Schenet describes it. Every medium 
| known to a sales meeting was car- 
ried along—slides, movies, projectors, 
flannel boards, sketch pads, and cos- 
tumes for skits. 

In each city, the meeting started 
with lunch and ended after lunch the 
following day. Average attendance of 
IMC customer salesmen was 35, and 
their bosses had long been asking 
Cascino: “Why don’t you bring in 
sales training meetings for our men?” 
Thus the series turned out to be a 
customer training story at customer 
request with discussion of topics spe- 
cified by the customer, according to 
| Schenet. 


| 
| 
| 
| 
| 
| 
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“What could be a better situation?” 
he asks. “IMC sells raw materials to 
manufacturers of fertilizer who sell it 
to farmers. If we train the manufac- 
turer to sell, then we stand a better 
chance of moving more raw materials 
than ever.” 

Men who attended the meetings 
were, oddly enough, not the wen 
whom the IMC salesmen would con- 
tact directly, but an audience that 
would not normally come close to 
seeing an IMC representative. 

What was the general reaction from 
companies who spent money to send 
their men to these sales meetings? The 
150 firms who realized the importance 
of such a program hailed it as a most 
welcome step. Stress on the need to 
sell quality rather than price drew 
unanimous praise, and other com- 
ments centered on attention to fun- 
damentals, timeliness of topics, and 
organization and presentation of ma- 
terial. 

Stanley Hackett, president, Dixie 
Fertilizer Co., Shreveport, La., says: 
“This type of meeting should be ex- 
panded so everyone gets a chance to 
attend. I know its primarily for sales- 
men, but I got a lot of good out of it 
as a company president. I hope it’s 
put on again so more can attend.” 

T. H. Golson, Montgomery, Ala., 
who covers that territory for Wesson 
Oil and Snowdrift Co., says the Bir- 
mingham meeting covered “good, 
sound fundamentals—it brought back 
some of the things we have known 
but quit using. And it gives us some- 
thing to think about besides price.” 

Using down-to-earth principles 


aimed specifically at the fertilizer in- 
dustry, the IMC task force nailed 
down such subjects as prospecting for 
sales, right approach, overcoming ob- 
jections, closing, effective use of sell- 
ing time, advertising and sales aids. 
Did the men really appreciate the 
efforts of the IMC task force? Read 
what the Tampa, Fla. group had to 
say in a proclamation signed by all 
attending. “Whereas International 
Minerals and Chemical Corp., our 
host, has unselfishly and unstintingly 
spent much of its time and effort to 
bring to the fertilizer manufacturers 
of Florida, this dynamic Full Orbit 
program of market analysis and better 
selling, we, who are privileged to 
participate and benefit from this ane 
gram want to thank Vice-President 
Cascino for bringing this hard-hitting 
task force consisting of Neal Schenet, 


Dale Chapman, Bill Chadwick and | 


Jack Lindsey to Florida, to help us 
look at our many sales problems in a 
new light and thereby do a better job 
of developing new business as well as 
added tonnage to old accounts.” 
Will IMC repeat the program next 
year? Will Neal Schenet and his task 


forces recharge their batteries by that | 
time? Answer to the first question lies | 


in decisions yet to be made, but there 
are smiles around the marketing office. 
Answer to the second question is a 


definite “Yes!” All are expected to re- | 


cover, as good salesmen always do. 


Meanwhile, there’s talk about put- | 

dl 
there’s the matter of | 
50-odd letters to date, requesting a | 


ting the thing on for the Cana 


customers—an 


repeat. @ 


H. B. KLINGENSMITH, MANAGING DIRECTOR 
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COME TO AMERICA'S ONLY INTERNATIONAL PLAYGROUNDI 


FA Ri Se | 


All convention activities under one roof « Groups to 800 ¢ American 
Pian ¢ Ample meeting rooms, at no charge ¢ Fabulous Beach and 
Tennis Club ¢ Swim in heated, outdoor pool or ocean ¢ Deep sea 
fishing ¢ Dancing « Championship Golf Course, so closeby! * Racing, 
Jai Alai, Bullfights in nearby Mexico ¢ Everything! 


FAMOUS ALL-YEAR RESORT 
A FEW MINUTES ACROSS THE BAY 
FROM SAN DIEGO 


GENE MORGAN 


r% SF ZEA: Mr tS CONVENTION MANAGER 


CORONADO 


CORONADO, CALIFORNIA 


re 


CINCINNATI’S tarcesr 


AND LEADING 
CONVENTION HOTEL 


Sueraton-(1pson 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 
95% AIR CONDITIONED 
ALL WITH TV AND RADIO 


5 DINING ROOMS 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


Let us help make ycur next 
sales meeting the best one yet - 
at WORLD-RENOWNED _ 


3 


THREE LAKES, WISCONSIN 


Hiawatha on 
pine-rimme 
arable con- 


In the land of 
> chain of 27 L 
lakes — incom “ 

facilities plus gol 
— pool, health baths, 


i an 
r shows. dancing 
cane. Open year rounes 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 481! 
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BUSINESS ISA 


the “seat” 
of your next 
convention... 


For top attendance, the Island’s 
largest seaside resort . . . every 
facility for a successful convention 

. . « finest beach, pool, golf, tennis, 
sailing. 300 rooms, 

fully air-conditioned accommodations. 
Master chef cuisine. 

John Fischbeck, Mgr. 

Ask for Color Folders and Convention rates 
Bermuda Hotels Inc. 

Wm. P. Wolfe, Rep. 

500 Sth Ave., New York 36 LO 5-1114 
Boston, Chicago, Cleveland, Miami, Phila., Toronto 


Bringing them in from out of town? Solve your transportation problems by | - 
putting yourself in the hands of Capital Airlines’ Delegate: Service. | P 
Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with Paek 
ground transportation, hotel accommodations, even entertainment. . TH 
How about the cost? Often less than THE 


train transportation, and you save up to HOM ES | EAD 
80% in time! If you convene in almost | 


. " » . HOT SPRINGS, Virginia 
any major city of the East, Midwest or 


South, call Capital...do it now! 
AIRLINES 


Pm 


SALES MEETING “Yama,” meaning mountain 
ON MOUNTAIN 

MOST 

HAPPY 

AFFAIR 


TheM ore SUFFERN, N. Y. 
on the f\/\OUNTAIN N. Y. Tel. OLympia 8-8181 
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Any Safety Hazards 
At Your Meetings? 


Maybe nothing has ever happened at your conventions to cause 
personally injury. You are lucky. Plenty of hazards exist and it 
is wise to check possible danger points when you arrange sessions. 


SAFETY PROBLEMS are seldom 
considered by the meeting planner. 
Fortunately, most hotels that are used 
for conventions are safety-minded. 
They check for hazards as a matter of 
good housekeeping. It is wise, how- 
ever, to make your own checks when 
you arrange for a meeting. This is 
especially important when your ses- 
sions are not held in areas generally 
used for meetings. 

Along with your other check lists 
it is a good idea to keep one on 
safety. You may be surprised at the 
number of hazards that exist at the 
average meeting. Many of the fol- 
lowing points are digested from a 
bulletin on fire and accident preven- 
tion produced by American Hotel 
Assn.: 


1. Adequate power: Is there enough 
power in the lines to handle demon- 
stration equipment, displays, projec- 
tors and spot lights? Are the right 
fuses being nised? Are there enough 
electric outlets to handle requirements 
without “octupus” connections? 


2. Exposed wires: To prevent some- 
one tripping over wires and cables, 
try to string them overhead. If this is 
impossible, run lines under carpets. 
(Exposed wires are a ehalae Toe 
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ard to women with high heels.) If 
there are no rugs to cover wires, use 
yellow-covered or striped wires. While 
this is not completely safe, especially 
in a room darkened for showing films, 
it is better than a black, inconspicuous 
wire. 


3. Platforms: Watch out for plat- 
form sections that do not join tightly. 
Make sure, too, that one section is not 
higher than the next. If you use steps, 
secure them to the platform. They 
often creep away or slide when not 
fastened. Don’t run microphone or 
lecturn wires on the platform, but 
under it. 


4. Space behind chairs: Err in the 
direction of too much space behind 
chairs on a dias. If quarters are 
cramped, someone might fall off the 
back. It is hazardous for waiters to 
serve on a narrow platform. 


5. Glassware: Place pitchers and 
drinking glasses where they will not 
be bumped. Keep this in mind espe- 
cially near entrance and exit areas 
where there may be crowding. 


6. Exits: Do not store any equip- 
ment or packing cases near fire exits 
or in fire towers. Do not block an 


exit with an exhibit, blackboard or 
screen. 


7. Banners: All flags and banners 
should be fastened securely. For ex- 
tensive installations, it is safer to call 
in a contractor. His trained staff has 
scaffolding and ladders for safe in- 
stallation. (There is a danger in put- 
ting an unskilled man on a high lad- 


der.) 


8. Aisle space: Use wide aisles be- 
tween exhibits and make sure carpets 
are not torn or curled. Know where 
fire extinguishers are kept. 


9. Machinery: When machinery is 
in operation, put signs on it to warn 
of hazards. Use cord to block off a 
dangerous area. This is important 
when you have crowds that include 
people unfamiliar with the machinery 
(as during a plant tour that includes 
wives of salesmen). 


10. Props: Put a responsible person 
in charge of meeting properties to 
prevent their being a hazard. If you 
use blank guns or similar noise makers, 
take pains to use them safely. Flash- 
powder explosions require extra care 
in planning to prevent misfiring. 


11. Fire regulations: Check on local 
ordinances so that your equipment 
and meeting room setup conforms to 
fire regulations. Make sure your elec- 
trical equipment has approved ire 

Make safety checks a part of all 
your meeting plans. They require few 
minutes of your time. Chances are 
you could run meetings for 20 years 
without safety checks and never have 
an accident, but there is always a 
first time. A twisted ankle from trip- 
ping over an electrical cord oan 
befall vour best salesman or dealer. 
Your guest of honor could slip off the 
back of your platform. Such a mishap 
need happen just once to be painful 
and embarrassing. 
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MEETINGS € Ly CK! 


€ se 


pe 


Completely Air Conditioned 


-+. or an hour's drive 
into the cool 
green hills 


A Porronoydior 


Time to think and talk—free from 


Wesler <a Se ae. ee New York, Circle 7-7946; Chicago, interruptions. 
iteha s ; troit, W' ward 2-2700; Washington D.C., , i i 
MEtropolitan 8-3492; Miami, Plaza 4-1660 Time to relax — swimming pools, 
golf, tennis, riding. 
Excellent facilities. 


Sensible rates. 


For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


PREMIERE SEASON \ CONDADO-CARIBBEAN HOTELS CORP 
the 


250 rooms « Pool « Private 


Beach « Cabana Colony « 
Night Club + Coffee Shop 


Superb Cuisine + Bar 


7 Accomplishment ; 
CONVENTION | S2AC | crcten at sn mean 
Banquet facilities for 700 


for *Pleasure, *Accomplishment, and 


*Convenience, the BARCELONA Convention | ef 
P* A* C* is the plan for youl 


Fabulous 40's location—close 
= — For complete convention Pack write to: to Nightclubs » Shopping Areas 


eee § JACK PARKER, Managing Director Auditorium + Golf Courses . 
, , oenere c Race Tracks + Fishing Docks Put the Wind Back 
Sih 


s.! Sightseeing 


is or rT} ” 
Se occan AT aged ST. MIAMI BEACH » FLORID! In Your “Sales 


” 


The tremendous popular appeal 


PLAN TO MEET AT BEAUTIFUL ee eee 


Nassau", now coupled with the 


4 famous British Colonial hotel 
MYRTLE BEACH %@ || f222"% 


sales force. 


SOUTH CAROLINA risa group informa- 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY DAVE RANDALL 

SOUTH CAROLINA! TWO CHAMPIONSHIP Sales Office 

GOLF COURSES WITH GRASS GREENS, FINE 
. P. ©, Box 4037 — Fort Lauderdale, Fia. 

FISHING FROM PIERS, BEACH, BOATS, LAKES _ 

— “ — or call collect JA 3-7303 


Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 4 *a° h | ~ 
Advise us your needs, number in group and dates T e Britis Co onial 
of meeting. We'll give you fullest cooperation 
CONVENTION BUREAU—CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. Nessas in the Behemes 
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Greatest Builder of Dealer Relations 


(continued from page 35) 


any given area. Sometimes we will 
travel “incognito” so that the local 
hotel keepers, restaurant owners, etc., 
will be dispensing their normal serv- 
ices. 

It’s important that we see what 
their “regular” service consists of so 
that we know precisely what to expect 
when the Fedders group is present. 
This eliminates the danger of man- 
agements of various establishments 
cutting back on services once our con- 
tract has been signed. 

In Rome, we visited hotels to see 
the type of rooms that were avail- 
able. Food was sampled. The motor- 
coach that will be transporting Fed- 
ders people to Naples and boats be- 
tween Capri and Sorrento were all 
“use tested.” A number of potential 
sightseeing tours were investigated in 

rson to make sure there were Eng- 
ish speaking guides and that tours 
involved interesting sites. 

Once we have “cased the joint,” 
subsequent negotiations are conducted 
primarily through our New York 
offices. Much of the preliminary work 
is done through the mails. Corre- 
spondence for a given year’s trip 
takes a good piece of the file drawer. 
For the final signing, representatives 
of the groups involved usually travel 
to our offices. This was done for our 
1959 trip. Giovanni Galleni, director 
of foreign branches for CIT (tour 
operator in Italy), and Fernando Es- 
calera, manager, Hotel Caleta, came 
from Rome and Acapulco for the 
formal agreement. 

The annual Fedders jaunt is timed 
to begin about mid-September for a 
number of reasons. First, it is the 
time of year that will least interfere 
with the operation of a retail air- 
conditioning business. This is the 
slowest period from the standpoint of 
sales. Also. the fall season usually is 
the low-point in the tourist business 
so that complete facilities of any 
given locality will be available to us. 
With up to 5,000 Fedders people 
booked for a trip, there usually is 
little room left for anyone else. 

A a are pone trip repre- 
sents a favorable time for the Fedders 
sales department. About the time 
dealers return to their home cities, 
Fedders is ready to introduce the next 
year’s line of air conditioners. While 
our salesmen are forbidden to carry 
order books on the trip itself, they 
pop up soon after the trip—while it’s 
still fresh in the dealer's mind — to 
start moving the new product. 

There is a lot to be done from the 
time we decide on a location to the 
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time the first plane leaves the ground. 
Hours and hours of discussion go into 
—"s side trips, sightseeing tours, 

shing trips, shopping arrangements, 
golf, tennis, and all the other things 
that make our dealers want to go to 
the Fedders trip each year. 

We feel that putting people on the 
plane and paying bills as they go is 
not the way to benefit from the incen- 
tive program. The more activities that 
are made available, for those who 
want them, the more fun. For a num- 
ber of years we have dealt with a 
Broadway booking agency to supply 
our guests with a top stage show 
every night. Expense of just trans- 
porting this show, which rotates 
weekly, is considerable but we feel it 
is necessary. 

In addition to the standard resort 
activities, we try to come up with 
some offbeat pasttime that will make 
the trip just a little more memorable. 
In Nassau, we ran a Treasure Hunt 
every week. Fedders people followed 
a series of clues that ‘ek them into 
the water, into a golf club, through a 
race track, digging up the beach and 
piecing together picture puzzles. Two 
winners each week received 500 sil- 
ver dollars which was delivered to 
their Stateside home in armored trucks. 

Many hours are spent around a 
table with airline representatives. For 
our Caribbean trips, aircraft takeoff 
points are spotted at about 20 differ- 
ent major cities so that dealers have 
as little intermediate traveling as pos- 
sible. For last year’s European trip, 
however, all dealers came to New 
York City, stayed overnight at Hotel 
Taft, and left the following day from 
Idlewild Airport. 

Schedules must be arranged so that 
planes bring in only as many people 
as can be handled by hotels at any 
one time. A rotation system is set up 
with planes arriving at the destination 
in the morning with a load of dealers, 
and then returning with another group 
in the afternoon. 

Trip to Nassau in 1957 represented 
the largest number, 5,000, we ever 
took to one place. An intricate sched- 
ule of 61 Pan American charter flights 
brought in two flights a day, four days 
a week, for eight weeks. 

To simplify the problem of baggage 
handling and hotel registration that 
can develop when people arrive by 
the planeload, we have devised a 
rather functional method. 

By means of flight manifests, which 
are compiled at Fedders headquarters, 
our distributors, airlines, hotels and 
anyone else concerned, knows pre- 


SS . 
SHAWNEE-ON-DELAWARE, PA. 
A distinguished summer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 
space. Capacity 225-250. “Golf 


Capitol of the East”, plus other 
sports facilities. 


WELDON S. GARRISON 
General Manager 
EDGAR A. SWEET 
Sales Manager 
Telephone 
STROUDSBURG 140 
Int'l. Reps. 
ROBT. F. WARNER, INC. 
17 East 45 St. 
NEW YORK 
MU 2-4300 


cisely who is on each plane. The hotel 
assigns rooms on the basis of this 
manifest—even before the people have 
arrived—and since the manifest indi- 
cates the relationship of one person 
to another, there is no question as to 
A Llesies v who rooms with ae. Dealers, 
meanwhile, are given special hotel 
pre-registration slips that are filled 
The 1958 Season marked the open- out on the plane. 
ing of the newly enlarged Star- Once luggage has been properly 
_ By EP y as tagged pie oo onto the plane, it 
is never seen again until it is deliv- 
ered directly to the individual's room. 
This can be done for two reasons: 
1. We have always been able to get 
an inspection waiver by local customs 
department; 2. Since the baggage tag 
has the person’s name on it, the hote 
knows immediately in which room it 


BELLEAIR, CLEARWATER, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
nd ti to the Belleview-Biltm 

presen perme Bose is Saag swith you sy Pn sn belongs. Thus, luggage is transferred 
threshold. Accommodations for groupe up to 600. 36 holes of cham- directly from plane to truck and taken 
pionship golf on the grounds. Complete Resort Facilities. to the pups iom #8§8€— 

Entire process is rapid, simple and 
oo <~ a yo were recently —t at the ao was designed after much experience 


politan Life, Family Finance Co., Tanners’ Council of America, Netioul Hide to make everything just a little nicer 
Asen., Paper Bag Institute and Broadcast Music Institute. for our dealers. 


i 


4 DON CHURCH, Manager 


Best ‘time out spot 
in 49 states! 


It takes two things to make a suc- 
cessful convention—play and work. 
Here at the fabulous Fontana Village 
Resort, high in the Great Smokies, 
we've teamed up with Mother 
Nature to provide the “time out’ 
fun that makes “time on” the job 
more resultful, more memorable, 
more profitable. A _ special color 
film will be sent at your request. 
Write for a preview of what we are 


 FONTANA 
VILLAGE 


NORTH CAROLINA 


Once all trip details have been de- 
termined, our advertising department 
gets to work. Since we have almost 
always gone to foreign countries, it is 
necessary to prepare a booklet on 
what to wear, what to see, currency 
exchange, local customs, and sugges- 
tions as to the type of inoculations 
needed, packing, and the like. 

Also, we prepare elaborate mailing 
pieces for our distributors to send to 
dealers. They all serve to whet appe- 
tites of prospective trippers. 

One of the major concerns in plan- 
ning the trip is to see to it that every- 
one gets equal treatment. We cannot 
afford to have one dealer claim to 
have a hotel room inferior to that of 
another dealer he knows sold fewer 
air conditioners. For this reason, for 
example, Alitalia, airline that will be 
taking us to Italy, will change seating 
arrangement of its aircraft that are 
currently set up for some first class 
and some tourist class passengers. 
Number of seats will actually be de- 
creased to fit our needs. 

Arrangements that we made with 
Hotel Quisisana and Hotel Moreano 
Tiberio in Capri for our forthcoming 
trip, are that Fedders dealers would 
occupy only rooms that face the 
Mediterranean Sea. We can’t afford 
to slight any one dealer by having 
his room face the street. 

Problem of preferential hotel rooms 
was so acute one year that personnel 
of one of our large wholesale dis- 
tributors were all placed in the least 
desirable rooms that the hotel had to 
offer. Then, if any dealer complained 
about his room, the distributor sales- 
man just took him to his own room 
and offered to swap. 
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Experience gained year after year 
certainly gives us a rather wholesome 
background in the tourist business. 
Handling complaints is certainly a 
part of it. 

One distributor sales manager has 
a pet method for handling unhappy 
dealers who have just arrived at the 
hotel and who are extremely unhappy 
about their accommodations. Rather 
than take the complainant to the hotel 
manager right away, he suggests that 
since the whole planeload is just 
checking in, wouldn't he please see 
him first thing in the morning when 
the manager would be less busy. The 
distributor man knows that after un- 
packing, taking a dip in the pool, 
eating, and getting a good night's 
sleep, ve looks a little better. 
He sees very few people the next 
morning. 

Question is often asked: “Why does 
Fedders insist on handling all of the 
intricate planning details itself rather 
than through a travel agent?” 

Answer to this would be difficult to 
understand for anyone who has never 
attended one of the Fedders trips. 
We feel that only by doing all of the 
planning, all of the —* all 
of the contact work ourselves, can we 
provide to our dealers the warm per- 
sonal touch without which the pro- 
gram would not have grown to its 


present proportions. 

We are entertaining our dealers — 
those wonderful le that put them- 
selves out to sell he Fedders mer- 
chandise we manufacture. We must 
be as nice to these people as is 
humanly possible; we must cater to 
their every need. They are, after all, 
our livelihood. We feel that only by 
handling every detail of the trip our- 
selves will these aims be served. 

The travel agency serves a useful 
purpose, however, to those companies 
that first embark on an _ incentive 
travel program, and we certainly rec- 
ommend that one be consulted. 

Our formula for success with our 
sales incentive travel program is prob- 
ably not too different from our for- 
mula for success in the manufactur- 
ing and selling of air conditioners. 
Basically, it boils down to finding out 
what the people want—whether they 
be our dealers or consumers—and giv- 
ing it to them. 

That we have determined what the 
public wants in air conditioning is 
proven by our number one position 
in the industry. That we have de- 
termined how best to motivate our 
dealers, with travel incentives, is 
proven not only by this sales record 
but by this fact: Over 75% of those 
who took the 1958 trip were on the 
1957 trip. 
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“Bad news, Smith... . you really didn’t win our travel award.” 
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Washington’s most convenient 
meeting place... 

with every modern facility for a confer. 

ence or a convention, 

Completely air-conditioned — spacious 

ballrooms, 11 additional meeting rooms, 

attractive dining facilities. Capacity 20 


to 1200. Write for complete convention 


| information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 - Teletype WA732 


WHAT 


is everything you could expect 
to make a memorable meeting? 
Here it is for groups from a 
dozen to 125 in a 10-acre gar- 
den setting around azure pool. 
Superior accommodations, 
finest-equipped banquet and 
meetings rooms. Excellent cui- 
sine. Entertainment, dancing. 
Our priceless ingredient is a 
management and staff dedicated 
to standards you'll acclaim. 


MMawor | 


E. Camelback Rd. at 24th St. 
Phoenix, Arizona 


Send for full-color folder 
and special MEETING brochure 


Adelphia Hotel (Philadelphia) 

Hotel Adoiphus (Dallas) 

Aero Mayflower Transit Company ..... 
Algiers Hotel (Miami Beach) 

Alitalia Airlines 

Ambassador Hotel (Chicago) . 
American Airlines, Inc. 

The Americana Hotel (Miami Deed, 
Andrews, Bartlett & Associates, Inc. 
Antlers Hotel (Colorado Springs, Colo.) 
Arawak Hotel (Ocho Rios, Jamaica) .. 
Arizona Manor (Phoenix) 


Arrowhead Springs Hotel 
(San Bernardino, Calif.) 


Atlanta Biltmore Hotel (Atlanta) ... 


Bahamas Government Development 


Board oa sly FR 
Baker Hotel (Dallas) 132 
Barbizon Plaza Hotel (New York City) 114 
The Barcelona Hotel (Miami Beach) 154 
Bedford Springs Hotel 

(Bedford Springs, Pa.) 139 
Belmont Plaza Hotel (New York City). 83 
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Berkeley-Carteret Hotel 
(Asbury Park, N. J.) 


Berkshire Hills Conference 
(Pittsfield, Mass.) 
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Bismarck Hotel (Chicago) . 

Boca Raton Club (Boca Raton, Fla. ) 
Bon Air Hotel (Augusta) 

Buena Vista Hotel (Biloxi, Miss.) 


Buffalo's Midtown Hotel ness 
(New York) 
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Canadian National Railways 
Canadian Pacific Railway 

Capex Company, Inc. 

Capital Airlines 
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The Carillon Hotel (Miami Beach) 
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(Lookout Mountain, Tenn.) . 
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The Cavalier Hotel (Richmond, Va.) 


Chalfonte-Haddon Hal! Hotel 
(Atlantic City, N. J.) ... 


Claremont Hotel (Berkeley, California) 
Claridge Hotel (Atlantic City, N. J.).. 
Hotel Claridge (Memphis) 

Colonial Inn (St. Petersburg) 
Commodore Hotel (New York City) .. 
Concord Hotel (Kiamesha Lake, N. Y.) 


Condado Caribbean Hotel ere 
(San Juan, P. R.) 


Continental Hotel (Kansas City) .. 


Dartnell Corporation 
Daytona Beach Convention Bureau 


Daytona Plaza—Princess Issena Hotels 
(Daytona Beach, Fla.) . 


The Deauville Hotel (Miami Beach) 


Hotel Del Coronado 
(Coronado, California) 


Delta Airlines 
Hotel Dennis (Atlantic City) . 
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Hilton Hotels International 
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Jung Hotel (New Orleans) 


Lee Kirkland Travel . 


LaConcha Hotel (San Juan, P. R.) 

Lake Tarleton Club (Pike, N. H.) 

LaSalle Hotel (Chicago) 

Las Vegas Convention Bureau 

Hote] Lawrence (Erie, Pa.} 

Lido Hotel (Long Island, N. Y.) .... . 

Lincoln Chamber of Commerce Conven- 
tion Committee 

Long Beach Chamber of Commerce .. 

Long Transportation Company 

Loret Villas (Chattanooga, Tenn.) .... 


E. F. MacDonald Company 
Madison Hotel (Atlantic City, N. - J 
Manger Hotels ....... 
Hotel Manhattan (New York City) . 
Manoir Richelieu (Murray Bay, ied; ' 
Marott Hotel (Indianapolis) 
Massaglia Hotels 
Matson Navigation Company 
City of Miami ....... 
Miami Beach Expesition Hall 
Mission Inn (Riverside, California) ... 
Mississippi Gulf Coast ..... 
Monmouth Hotel 

(Spring Lake Beach, N. J.) 
Mont Tremblant Lodge 

(Mont Tremblant, Que.) 
Montauk Manor (Montauk Manor, N. Y. ) 
Monterey Convention Bureau . 
Montmartre Hotel (Miami Beach) .... 


The Motel on the Mountain 
(Suffern, N. Y.) 


Mount Airy Lodge (Mt. fesene, Pa. ‘ 


Mount Washington Hotel 
(Bretton Woods, N. H.) 


Myrtle Beach Chamber of Commerce 


Nassau Beach Lodge (Nassau) 
Nassau Inn (Princeton, N. J.) 
National Airlines 

National Exposition Service 


National Guard Armory 
(Washington, D.C.) . 


New York Trade Show Caspeiation 
Hotel New Yorker (New York City) 
Northeast Airlines 

Northernaire (Three Lakes, Wis. ) 
Northwest Orient Airlines, Inc. ... 


Palm Beach Biltmore Hotel 
(Palm Beach, Fla.) 


Pan American World Airways, Inc. 
Paradise Inn (Phoenix) . 

Peninsular & Occidental Secmubie Co. 
Pick-Congress Hotel (Chicago) 
Pickwick Hotel (Kansas City) 

Pocono Manor Inn (Pocono Manor, Pa.) 


Hotel Ponce De Leon 
(St. Augustine, Fla.) 
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Ponte Vedra Club (Ponte Vedra, Fla.) 148 
Hotel President (Atlantic City, N. J.).. 134 
Hotel President (Kansas City) ........ 148 
Princeton Inn (Princeton, N. J.) . 67 
The Prudential Insurance Company 


128 
89 


The Queen Elizabeth Hotel (Montreal) 


Radisson Hotel (Minneapolis) 

Railway Express Agency 

Richmond Hotels, Inc... bs. Ces Se 
Riviera Hotel (Las Vegas) 

Hotel Robert Meyer (Jacksonville, Fla.) 
Roosevelt Hotel (New Orleans) 122 


St. Moritz Hotel (New York City) .... 66 
Santa Monica Convention Bureau 123 
Hotel Savery (Des Moines) 124 
Saxony Hotel (Miami Beach) ........ 142 
Schimmel Hotels . ccxee ae 


Sea Crest Hotel 
(Hollywood Beach, Fla.) . 5. aa 


Seville Hotel (Miami Beach) 120 
Shawnee Inn (Shawnee-on-Delaware, Pa.) 155 
Shelburne Hotel (Atlantic City, N. J.).. 118 
Sheraton-Blackstone Hotel (Chicago).. 24 
Sheraton-Cadillac Hotel (Detroit) .... III 
Sheraton Corporation of America. ..Cover 3 
Sheraton-Gibson Hotel (Cincinnati) .. 15! 


Sheraton-Park Hotel 
(Washington, D. C.) ..... 


Hotel Sherman (Chicago) 
Sho-Aids, Inc. ...... 

Shore Club (Miami Real . 
Skirvin Hotels (Oklahoma City) 
Skyline Inn (Mt. Pocono, Pa.) 
Skytop Club (Skytop, Pa.) 


Sleepy Hollow Beach Hotel 
(South Haven, Mich.) 


Southwest Hotels, Inc. . 
Spring Rock Country Club 
(Spring Valley, N. Y.) 
Standard Photo Service ............. 
Stardust Hotel (Las Vegas) 
State Fair of Texas (Dallas) 
Strauss Decorating & Exposition Co. .. 
Sun Valley (Sun Valley, Idaho) 
Swig Hotels 


Tamanaca Motel (New Orleans) ... 

Trans Canada Airlines .............. 
Trans Ocean Airlines 

Trans World Airlines, Inc. 

Tulsa Convention and Visitors reo .. 114 


Union Stockyard & Transit Company .. 145 
United Airlines, Inc. a ae 
United Van Lines .... ee. 15 
U. S. Hotel Thayer (West Point, N. Ta 


Villa Moderne (Highland Park, Ill.) .. 


Hotel Webster Hall (Pittsburgh) 
Western Airlines 

Western Hotels .. 

Wheaton Van Lines, Inc. ..... Me 
The Wigwam (Litchfield Park, Ariz.) ae 
Willard Hotel (Washington, D. C.) .. 
Wilding Picture Productions 


Williamsburg Inn & Lodge 
(Williamsburg, W. Va.) ... 
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WHY ShYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


%& Private club atmosphere, distinguished % Outstanding cuisine—private dining rooms 
service _ Superb facilities for relaxation and 
Excellent meeting rooms, equipped with recreation, including 18 hole champion- 
all professional requirements ship golf course 


te Easily accessible (only 100 mi. from N. Y. %& Beautifully appointed accommodations 
and Phila.) —Serviced nationally by lead- Write for Conference Booklet 
ing railroads and 5 airlines and complete details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. e Wm. W. Malleson, Jr., Gen. Mer. 


NUMBER ONE IN UNSSQUL BAHAMAS 


{Montagu 


BEACH HOTEL 


Completely air conditioned . . 
right on the ocean. Fully equipped 
meeting rooms for large or small 
groups including the separate 
thatched-roof Jungle Club, accom- 
modating up to 800. 
New Cabana Club with Vision-Level 
Pool . . . private ocean beach, water 
sports, golf, tennis on 50 fabulous 
acres. Superb cuisine, entertainment 
nightly. 
Full details, dates available from 
REGINALD G. NEFZGER, Gen. Mer. 
Represented by WILLIAM P. WOLFE 
New York, Philadelphia, Boston, 
Chicago, Cleveland, Miami, Toronto 


Hotel Claridge Has Coined A New Word!... i. oie 


Conventionship 


AiR 
conpinonss 


Yes, we've coined a word to describe the proficient manner 
in which conventions at the Claridge are handled. This claim 
is based on: 1. Our complete convention facilities, 2, Our 
advantageous location (practically next door to the Memphis 


+ c 
Convention Hall); and 3. And most important of all, leas connie 
Claridge Conventionship is based on our experience. Investi- 


D2 ‘laride t , ip we'v > ate m ¢ 

gate Claridge Conventionshi, we've demonstrated it time and ROOMS NEWLY 
again... and we're ready and waiting to serve you and your REFURBISHED 
group. Write, wire or phone for details. 


CONVENIENT 
e GARAGING 
MEMPHIS 
é ROY D. MOORE FREE 
DIR. OF SALES O'NITE PARKING 
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HUGHES PRINTING CO. 
EAST STROUDSBURG, PA, 


NV! BEST I'VE HEARD 
pee eS 


An exchange of anecdotes and 
facts to help a speaker spice 


~ his speech and make a point. 
that rivals the best in the world. 


NOW— ONLY ONE HOUR 
FROM NEW YORK CITY 
and ‘most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels dan perfect 
setting for 


BERKELEY-CARTERET 


For an exe 
ecutive session 
of 6, or full-scale 
PF convention of 600, 
you'll find the type of set- 

’ up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancin 
Entertainment. All sports facili- 

ties. Fireproof. 400 outside rooms. 

OPEN ALL YEAR. 


v.¥.WOrth 2-4018 
elsewhere, call Asbury Park: 
PROSPECT 5-5000. 


. South's Supreme 
" Hotel with a 
Personal Touch 


Atlanta's largest Exhibition Hall 
2500, tocated at gro vel, no 
tors required and completely 
equipped 

Banquets—20 to 
r Twenty-seven (27) meeting room: 
adjacent 

Five (5) restaurants in latest 
‘Nation s finest floor of meetir 
Fabulous Empire Room with dinin 
and star entertainment 

Arcade Shops of latest decoration 
Suites furnished in imported fabrics a 
collectors’ items 

Summer Garden dining and d 

bow mystic lighting s 

tainment is. the fastest 50 

business 


hospitality flowering 


Atlanta a. 


Subject: DIFFERENCE 


“Sam,” said Joe to his lawyer 
friend, “what's your fee for getting 
me a divorce?” 

“My fee,” replied Sam, “is $125 
— but I don’t like divorce cases. 
Why do you want a divorce?” 

“I want to marry my sister-in- 
law,” stated Joe. 

“A thing like that would be mis- 
understood and cause a lot of 
talk,” advised Sam. “However, vou 
go home and think it over—talk to 
your friends and neighbors, and if 
you still want a divorce, I'll take 
the case.” 

Three days later Joe was back. 
“I've changed my mind, Sam — I 
don’t want a divorce,” he declared. 

“Fine!” exclaimed his lawyer 
friend. “What decided you?” 

“Well,” said Joe, “I went home 
and talked it over with my next 
door neighbor — and he says that 
he’s been out with both my wife 
and my sister-in-law and there ain't 
$125 difference!” 


Subject: PLAYING IT SAFE 


When it became apparent that 
Patrick Clancy’s life was ebbing 
fast, Father O’Neil was called in 
to administer the late rites. “Pat,” 
he said, “you've given me lots of 
trouble in your lifetime, but I know 
you are a good man at heart. Now 
that you are about to die, are you 
ready to accept God and renounce 
the Devil?” 

Pat thought this over in silence 
for a moment and then said, 
“Father, I am certainly willing to 
accept God, but at this particular 
time, I don’t feel I’m in a position 
to antagonize anybody.” 


Subject: EXPENSE ACCOUNTS 


Most people run double stand- 
ards with expenses. They watch 
those that affect them personally, 
and have less care for those that 
can go on the expense account. 
They have pretty much the same 
approach as little Helen. 

Little Helen was given two 
nickels before setting out for Sun- 
day school. One was for the col- 
lection plate, the other for a piece 
of candy on the way home. 

As she skipped along, Helen 


—— one of the nickels down 
a grating on the sidewalk. 
“Gosh darn,” said Helen. “There 
goes the Lord’s nickel.” 


Subject: BRAVERY 


The lady lion tamer had the big 
cats under perfect control. At her 
summons, the fiercest lion came 
meekly to her and took a lump 
of sugar from her mouth. At this, 
the circus crowd went wild with 
delight; they applauded, they 
whistled, they stamped their feet 
—all except one man. 

“Anybody could do that,” he 
shouted from the audience. 

“Would you dare do it?” chal- 
lenged the ringmaster scornfully. 

“Certainly,” replied the heckler. 
“I can do it about as well as any 
lion can.” 


Subject: DEEP ROOTS 


It was a struggle. Everytime 
the dentist tried to pull his pa- 
tient’s tooth, she clamped her jaws 
shut. After a few futile attempts, 
he called his assistant aside. 

“As I get ready, you give her a 
good pinch on her hip,” whispered 
the dentist. 

He got ready, his assistant - 
plied a vicious pinch in the right 
place, the patient's mouth flew 
open, and the tooth was extracted.” 

“Now that didn’t hurt,” said the 
dentist. 

“Not much,” replied the patient, 
“but I had no idea that the root 
went so deep.” 


Subject: CREATIVE SELL 


A young man undertook to ask 
Angus MacPherson if he could 
marry his pretty daughter. Nobody 
ates this young man much hope 
or his chances with old man Mac- 
Pherson. 

When the young man emerged 
from an audience with MacPher- 
son, everyone was shocked that he 
got the old skinflint’s blessing. 

“What did you tell ’im?” asked 
his best pal. 

“Well, I started like this,” ex- 
plained the oy apap bride- 
groom. “ ‘Sir, I'd like to show you 
how I can save you some money.’ ” 
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ok 
A\S) 00d reasons 


to choose a 
Sheraton Hotel 
or your next 


EAST 


NEW YORK 
Sheraton-East 
(formerly the 
Ambassador) 
Park-Sheraton 
Sheraton -McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 
WASHINGTON 


Sheraton-Cariton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 


meetin 


Se wag te am 


ee de 
| eS 


THIS PICTURE is a collector’s item. It 
shows about 50% of the Sheraton Sales 
Staff stationary and together. It’s difficult, 
you see, to catch them when they’re not 
in action — arranging for meeting rooms 
and banquet halls, planning menus and 
entertainment, handling a thousand- 
and-one details. And usually you'll find 
them in 39 different cities, working won- 
ders for people with problems similar to 
yours. 

If you’re planning to hold your next 
sales meeting in a Sheraton city, put 
matters into their capable hands. There 
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are Sheraton Hotels almost everywhere 
— throughout the U. S. and in Canada, 
too. Sheraton specializes in convention 
service ...and has convention facilities 
that are varied and flexible. 


FREE PLANNING GuiDE and Check 
List of 149 Items — to help your next 
banquet or convention run smoothly. 
Write to: Sheraton Hotels, National Con- 
vention Office, Sheraton-Park Hotel, 
Washington, D.C. And ask how Sheraton 
can be of service in solving your specific 
problems. 


OSHERATON HOTELS 


BALTIMORE 
Sheraton-Belvedere 
PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton-Biltmore 
ATLANTIC CITY 
Sheraton Ritz-Carlton 
SPRINGFIELD, Mass. 
Sheraton-Kimball 
ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 


BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 
BINGHAMTON, N. Y. 
Sheraton-Binghamton 
(opening early 1959) 
MIDWEST 

CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 
DETROIT 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 


CINCINNATI 
Sheraton-Gibson 


ST. LOUIS 
Sheraton-Jefferson 


HA 
Sheraton-Fontenelle 


AKRON 

Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoin 
FRENCH LICK, Ind. 
French Lick-Sheraton 


RAPID CITY, S. D. 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
LOUISVILLE 
Sheraton Hotel 
The Watterson 
DALLAS 

Sheraton Hotel 
(opens early 1959) 


AUSTIN 
Sheraton-Terrace 
Motor Hotel 


MOBILE, Ala. 
The Battle House 


WEST COAST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West (formerly the 
Sheraton-Town House) 


PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton Hotel 
(opens fall 1959) 


CANADA 
MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont. 
Sheraton-Brock 


HAMILTON, Ont. 
Sheraton-Connaught 


OFF THE GROUND AND SOARING! 


New plans and new products can get airborne for you fast! stress and reteach the basic selling fundamentals that pay off, 
The Jam Handy Organization offers specialized skills and com- consistently, with signed orders. 


plete facilities to lend your selling an extra lift. Next time you think your sales team or sales curve could stand 
These services can help you pinpoint objectives and play some revision upward, call on us. Costs will be consistent with 
up product superiorities, quickly and interestingly. With Jam your budget, as low as need dictates. For full details get in 
Handy motion pictures or other effective training aids, you can touch with... 


Ze JAM HANDY Ovengaion 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES «© DRAMATIZATIONS ¢ PRESENTATIONS © VISUALIZATIONS ¢ SLIDEFILMS e TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-2321 DETROIT, TRinity 5-2450 DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


Pero od 


wa aes paahe mae Seale 


